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Intertype Fotosetter composition is 


the solution to your big type problems 


The big type in the headline is an unretouched enlargement 

of 36 point composition set by the revolutionary Fotosetter 
photographic line composing machine. Notice the sharpness of 
outline, the freedom from ragged edges. You can’t get 
enlargements like that from metal type. To get big type you have 
been paying for hand setting and costly cleaning up of 
reproduction proofs or blow-ups. 

Now new horizons in merchandising techniques are open because 
Fotosetter makes big type both practical and economically feasible 
for many applications. Dramatically new approaches involving 
Jumbo type—posters, car cards, window displays, broadsides, 
exhibits, presentations, ad heads—all are simple fare for 
Fotosetter’s amazing versatility, speed and adaptability. 

Give your big type problems to your nearest Fotosetter equipped 
typographer or lithographer. He'll be glad to explain all the 


wonderful advantages Fotosetter can bring to you. 





Interty pe 


CORPORATION 


360 Furman Street, Brooklyn 1, N. Y. 


District Offices: Chicago, San Francisco, Los Angeles 
New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd., Toronto 
Montreal, Winnipeg, Vancouver, Halifax 


Fotoset in Bodoni Book and Futura 
Foroserrer is a registered trademark 








'C) 1 year (12 issues) at $3.00 
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of AR to help you in your advertising produc- 
tion, promotion and merchandising work. 


But—you can’t take full advantage of those re S S | O N) S een 


ideas unless you read them carefully—and at 
your leisure. 


No better way to do this than to have AR 
delivered to you personally each month. The 
handy order card below makes it easy to enter 
your subscription. 


MAIL this 
order 
card oe wae 
TODAY! Miser 
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fease enter immediately my subscription to ti -m 
ADVERTISING REQUIREMENTS for ee a ee 
2 years (24 issues) at $5.00 
C] Payment enclosed ) Bill my firm C) Bill me 
I eee cetstintinipticretnrermenrsemnc UN encenn saan : 
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Next Month in AR 


The 3-D Craze 
Three-dimensional effects are as common in today’s advertising as 
popcorn at the movies. Next month AR will take an over-all look at 
the entire 3-D picture and report on what is being done, how it is 
being done and who is doing what. 


Orchids for Suppliers 


AR readers’ favorite advertising suppliers will be saluted next month 
in the first in a series of features which will give recognition to the 
people who do the most to help admen solve their production prob- 
lems. (There’s still time to send in the names of your own favorites. 
For details see page 50.) 


How te Use Stock Photos 

Stock photos are the solution to many advertising art problems. This 
article will give pointers on what stock photos are available, how to 
obtain them and how to use them. 


How to Select Paper Colors 


The second in a series of AR features providing a basic guide for 
buying printing papers. 


New Developments in the Graphic Arts 
An executive of Printing Developments Inc. takes AR readers behin< 
the scenes of some of the developments which are opening new hori 


zons im the graphic arts. 


Controlling Engraving Costs 


A magazine production manager outlines some of the methods whic! 
have helped him reduce engraving costs without sacrificing quality. 





BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 


200 EAST ILLINOIS STREET 
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The familiar blue, moisture-proof wrapping 
delivers your Hamilton Papers to you in per- 
fect condition to print. You can depend on 
them to lie flat and register accurately, be- 
cause they are pre-conditioned. 


Now Available! 


The new Hamilton B 


W. C. HAMILTON & SONS 














>K HAMILTON 
TEXT & COVER PAPERS 


HAMILTON ANDORRA 
HAMILTON VICTORIAN 
HAMILTON LOUVAIN 
HAMILTON FINE LINE 
HAMILTON SHEFFIELD 
HAMILTON GAINSBOROUGH 
HAMILTON WEYCROFT 
HAMILTON KILMORY 
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HAMILTON BOND 

HAMILTON BOND RIPT 
HAMILTON LEDGER 

HAMILTON MIMEO 

HAMILTON DUPLICATOR 

OLD TREATY BONC y content) 
MONTGOMERY BOND 
MONTGOMERY LEDGER 
MONTGOMERY MIMEC 
HAMILTON OFFSET 
HAMILTON OPAQ 
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JUST BETWEEN US 


The Forgotten Men? 


We hear 


tising production Sts ious surveys seem 


that the cost of ;¢ wor] engravin 
pre-war days . is Little 
trend is apt to reverse itself anytime 


Most admen say the only solution to this 
more careful production job, constantly Sear 
economical method by which to produce each 
idvertising without sacrifi 

= 


cing quality. 
this places even greater importance on the 
advertising. 

In spite of this growing importance 
these most important cogs in advertising ma 
themselves holding down the position of "loi 
Salary statistics indicate that agency produ 
eighth to co; chiefs, account executives, 

j directors, public 
appears to t 
general 
that 


talent: 
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39 West 60th St., New York 23, N.Y. 
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gton Ave., New York 17, N.Y. 
PHitaperpHia—Widener Building 


SPEAKING 


ROTOGRAVUR 


Tr THE current issue of this magazine, there is an informative 
article about the rotogravure process. Read it if you have not 
already done so — it will undoubtedly answer many questions you 


have had in your mind concerning rotogravure. 


International Color Gravure has been meeting and answering 
these problems from the day the Company was formed. There is no 
secret and mysterious formula that is responsible for our success. 
It is simply that our organization is composed of men who are 
recognized experts in the field of rotogravure engraving ... men 
who have developed many of the technological advancements 
which have brought rotogravure reproduction to the high standard 


it has reached today. 


International Color Gravure (and Supertone for monotone) are 
rotogravure engravers for advertising agencies, from copy to pub- 
lication. Put your gravure production in the hands of experts — 


you will be pleased with the result. 
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to Brand it... 


BAND it with New 
NASHUA 


Sales Impulse Bands 





People all over are giving their 
products extra sales appeal and bet- 
ter brand identification with Nashua 
Sales Impulse Bands. 


Grouped products sell faster... from 

hand tools and shampoo to candles, 

you can make up “packaged deals” 

when you use Nashua Sales Im- 

pulse Bands. 

For samples and prices of Nashua 
Sales Impulse Bands, write today. 


NASHUA 
SURE-HOLD DIVISION 


NASHUA CORPORATION 
NASHUA, NEW HAMPSHIRE 
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READERS WRITE 








Knowing Why 


e The mutual benefits to both buyer 
and supplier, as pointed out in “The 
Importance of Knowing Why,” in the 
June issue of AR, are fully substan- 
tiated in the job we are doing for 
one of our large accounts, a petro- 
leum company selling gasoline and 
oil throughout many southern states. 


The seasonal or special theme to 
be carried in their gas stations via 
point of purchase display material 
is decided upon jointly by the com- 
pany advertising department and 
their advertising agency. At this 
point, with nothing on the council 
table but the roughest draft of the 
central theme, we, the supplier, are 
called in. In this way, from the start, 
we are able to put our shoulder to the 
wheel and help carry the load intel- 
ligently 

Thus our production know-how, 
guided by a thorough knowledge of 
the customer’s sales aims, obstacles, 
competition and budget, enables us 
to shoot straight for the mark, with- 
out indecision, costly revisions or loss 
of time, that vital element so valuable 
to customer, agency and _ supplier 
alike 

This successful teamwork setup 
has been in effect now for several 
years and has resulted in one of the 
most pleasant customer-supplier re- 
lationships imaginable. 

Articles of this type strike directly 
at nerve centers which control the 
creation of positive, streamlined, 
maximum-effect promotion mer- 
chandising 

STANLEY R. SNIDER, 
Snider’s Poster Process Co., 
New Orleans 


Bogus Type 


@ Your article in the May issue of 
AR practically incites me to.riot! 
The fallacy that “making work 
makes wealth” must hark back to 
ancient Chinese history . . . In terms 
of today, nothing can be more ridic- 
ulous that the stand-in, feather bed- 
ding, production limitation, ete 
Union leaders sit down with man- 
agement to talk this over? “Leaders,” 
maybe, would, but dictators, never! 
They, and they outnumber the lead- 
ers 10 to one, thrive on confusion, 
dissension, turmoil. And not until 
union members insist on free elec- 
tions and then vote out the trouble 





makers will the padding be removed 
from labor operations. 

CLAUDE SCHAFFNE! 

Claude Schaffner Advertisin;s 

Agency, New Haven, Conn 


What Type? 


e In looking through the July issue 
of AR, we were much struck with 
the type used for the headline and 
sub-head on page 60, and are won- 
dering if you would be kind enough 
to inform us the name of this type 
and what company makes it 
Wa ttTer B. Hoover, 
Editor, Southern Fisherman, 
New Orleans 
The type used on page 60 was 
Radiant Heavy, produced by Lud- 
low Typographic Co. (Chicago) 
Radiant is available in medium, 
bold, bold condensed and heavy 
weights and in a wide variety of 
sizes. The standard one-column 
headings used on AR news items, 
for instance, are 14-point Radiant 


Medium... . Ed 44 
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Collector's Item 


e Your AR magazine is indeed a 
very helpful source of technical.and 
promotional aids for me. Due to the 
fact that each issue of AR is jammed 
packed with valuable sources of in- 
formation, it is natural that I would 
want to retain each issue 
I have mislaid my February issue, 
and would very much appreciate it 
if you would forward me another 
copy 
Guy L. Huey, 
Art Director, The Atlantic Refining 
Co., Philadelphia 
We're sorry to have to report that all 
extra copies of the first two issues of 
AR have long since been mailed out 
and copies of subsequent issues 
are going fast . Ed 
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Cone 

e You certainly are to be congratu- 
lated on doing a splendid job with 
your new magazine. Although the 
University of Southern California is 
not exactly in the advertising o1 
sales business, we do handle a vast 
amount of promotional 
both for students and alumni 

I have found several helps already 
’n your pages. It has all been practi- 
cal information. AR is now the one 
magazine that I digest thoroughly 
for every bit of information material 

I also wish to thank you for the 
material sent through vour Reader's 
Service Department 

Howarp PALME! 
Department of Development, 
University of Southern California 


Los Angeles 


* I think in putting out this 
publication you are doing the adver- 
ng profession a great service 
Other magazines have flirted wit} 
the work-a-day-needs of the adve 
tising manager and agency produc- 
manager, and _ hav 
passes” at he lping nin 
problem Now, for 
there is practical, 
this poor guy! 


AR is great! 


Se cy 


ndustrial 


diversified aims 
It has all the earn 
tool that merchandising 
consumer field will fin 
tionally useful. By focusing on 
phase of the marketing picture, 
will simplify the reader’s unendir 


ask of keeping abreast of the many 


facets of merchandising as_ they 


fect his particular situation 
Martin R. KuitTren 
Martin R. Klitten Co., Inc 
Los Angeles 
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WINNERS STAY AHEAD 
IN THE STRETCH 


It pays to be on a good horse when you're 


running against a tough field. Many “out- 
in-front” advertisers continue to stay there 
with the help of photo-engravings custom- 


crafted by ROGERS. 


EN GRA VY N G 
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Waster Craftsmen of Lhoto-Engraving 


Member of the 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


CALUMET AVENUE © CAlumet 5-4137 * CHICAGO 16 
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Does it seem as though all the work 
in your office jams up at your desk? 
We have the solution — Pontiac’s 

seven services enable you to see one 
man where you ordinarily deal 

with seven! The man to see is a Pontiac 
trained representative who can advise 
or help you in all the steps so 

essential to successful production! 
We've had 40 years’ experience in 
relieving pressure in the advertising 
profession. Why not take advantage 
of all that experience and write 
or phone us? We'll be glad to 


call at your convenience 


ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 

COLOR PROCESS 

LITHO PLATE SERVICE 


PONTIAC 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures on 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11 
No material will be returned unless specifically requested 
and accompanied by return postage. 





Wellco Catalog Art Converted toWindow 
Streamers for Dealers at Small Expense 


It seemed a shame to let all of the 
costly artwork and the halftone off- 
set negatives used in our catalog go 
to “waste.” This, coupled with the 
fact that our dealers could use some 
window streamers, suggested a 
double-purpose job 

In planning our catalog for this 
season, I decided to layout each two- 
page spread so that, with mino1 
changes in the offset negatives, I 
could produce the window streamers 
for our customers without spending 
a lot of additional money on artwork 

By merely dropping out technical 
descriptions and adding a few head- 
lines lifted from old artwork, plus 
a few logos, we were able to turn 
out the streamers at very low cost 

; Leo LESLIE 

Adve rtising Manager, Wellco Shoe 

Corp., Waynesville, N. Car. 


Handy Chart Helps Keep 
lab on Progress of Jobs 


Keeping a fingertip check on a file 

ol active job holders ranging be- 
tween 35 and 50, including ads, sales 
promotion pieces, catalogs, et« can 
present quite a problem After be- 
ing asked a few times by the boss, 
How’s the job coming for this or 
that?” and having to look through 
the particular job folder and return 
the call, I decided a method to pro- 
duce on-the-spot answers Was In 
orde r. 

My solution, while being very sim- 
ple in nature, is one that may easily 
have been overlooked by others. I 
designed a mimeographed form with 
a column for each job by number 
and title, in numerical order when 
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Help Wanted 


Spot checks have indicated that this A Sales Tip for You eco 


‘How | Solved It'’ department is one 
of the most popular features in AR 
. . . except with contributors. There HEINN M / 
has been a definite lack of good } e ps 
How | Solved Its"’ in our mailbox . 
We can't believe that there is a 
single reader of AR who hasn't, at 
some time or another, come up against 
an advertising problem and developed 
a special solution. It doesn't have to 
be a world-shaking development 
just something that may help another 
reader faced with a similar problem 
We'll look forward to seeing your 
‘How | Solved It’ in our mailbox in 
| the near future. And, if you have 
|} one, we'll also appreciate an illustra 
| tion to go with the item 
lf the ten bucks we offer will foul 


glad to send it to your secretary or 


| 
| Up your income tax returns, we ll be 
| 
i 
| 


| mother-in-law 


possible 

added to ke ep track 

»f each job. The sequence, ; I - 3 = 

will vary with the firm. Mine shoy , s ‘ Heinn 


opy, layout, first approval, art 


takes th 
confusion out of 


} * ao 
cataloging by 
The spaces are filled in or checked te ; “a keepi 


al approval, printer and complete 


— Vour 
as the job progresses selling materia] 
This simple check-list hi I Wn to date and 
me immeasurably At a gil: = . ee vane 
, : E x yee in sequence. When customers 
can determine just where each job Si Sad i v t velit 2s 
; : ; ( eas oO order, your 

stands ...and perhaps pick-up a job “ oe ~ 
1 } 1 sales volume goes up and sales 

which seems to be slipping behind. os - - 
HAROLD 2 Lucas, J costs crop. 

Copywriter, American Chain ~ ; Hei custom-designed cata- 
& Cable Co., Bi /ont logs and manuals last years 
longer than you'd expect. And, 


. ; 
because of patented 


aN 


Process embossing, 
er designs look new 
ing indefinitely. 


These important advantages, 
and others, can work for you 
] ] 


eft ( erative 


Small Oil Can Helps Fncipal Cities a foe er eee eee 


Loosen Rubber Cement 


na 


One of the m ess\ proble ms in 
art studio is taking off artwork stuck 


down with rubber cement THE HEINN COMPANY Mat Tig 
I solved this problem by buying THE HEINN COMPANY 

a small oil can and filling it with 306 W. Florida St., Milwaukee 4, Wis. ail, 

ceme inne! s way, I can : = con 

ement thinne : In thi 1 ca Information, please. 

use very little of the thinner and can = 

direct it exactly where I want n L) Catalog Covers L) Salesmen’s Carry-Cases [_) Salesmen’s Binders 

tk rtwork ; L) Proposal Covers _] Price and Parts Books (] Plastic Tab Indexes 

1e artwork 


C] Easel Presentations [] Acetate Envelopes (] Sales-Pacs 
Sales and Instruction Manuals 


, kl a nee 
is removed comes Up qUICKI\ cali 

Sip SAcus, COMPANY 

Sachs Advertising Studios, ADDRESS — 

Detroit CITY TAT Ba 


Using the oil can permits the 
work to stay clean and the part that 
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The efficient perform- SS \ 
ance of our Shipping Department \\ 
is typical of the many capable services \ \ 


extended by P&A. * Here many safeguards 
Ya insure against the hazards of damage and delay. 

| The department is capably staffed, well equipped and 

Y wisely supervised. It is supplemented by an Express 
) Company representative assigned to our plant, who 
provides quick routing and early dispatch of all express 
items. * Plate and mat shipments are amply protected 





\\) against damage by the generous use of the best 
wrapping and boxing materials, while postage 
meters, package tying machines and other equip- 


\ | y 
\) ment are employed to speed operations. v 


* The moral? If it is important to 
\ produce well, it is equally 
important to ship well. i 


So Wy 


P&A for more than half a century, 
has maintained that quality and service 
Should go hand in hand. 


YS 


PARTRIDGE & ANDERSON COMPANY 


HARRISON 7-3732 + 712 FEDERAL STREET + CHICAGO § 


TENAPLATE AND VINYLITE MOULDED ELECTROTYPES © NICKELTYPES 
MATRICES * STEREOTYPES AND PLASTIC PLATES « R.O.P. COLOR MATRICES 
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TO GET MORE 


NE W 


PRODUCT PUBLICITY 


A publicity expert outlines the fundamentals for 


getting news about a new product into print 


consists 


ie Me Ot Cunmeel job. Too often, the publicity 

’ N. : : 

Bon NW Cossart é of an amateurishly written, 
e7 4 SSaTt @& 


Los Anas les od 
ly printed, 


Associate S é 
raphed announcement and a cheap- 


1] “ e 
odd-sized arted-up 


The Se are 


willy-nilly to a few dozen trade and 


Too few advertisers or agencies phnotograpn lorwardeda 
recognize new product publicity as 


Rather, it is 
looked upon as a competitive orphan 


1 


a valuable sales tool consumer magazines, and perhaps a 
couple of hundred newspapers 
f 5 J 

whose job is to grab free space at the If agencies and advertisers to- 
expense of advertising. Many agen- gether looked upon new product 
cies offer it as a free service in publicity as a supplement to adver- 
interests of client relations tising, rather than as a substitute, 

Consequently, new product pul this semantic blockage could be elim- 
licity is too often nated once and for all. If publicity 


perienced personne Was approat hed with the same thor- 
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ough techniques used 

and if personnel with ski 
perience were employed t 

job, the agency's or advertiser's pub- 
licity organization could become as 


necessary an important as tn 


department 


> To use 


fectively, it snould be looked upon 
as a workKmanlike arm or mercnan- 
] ‘ . “7 f + 
dising and as fully exploited as any 
other sales tool. As a 
ail st can he a manvsedaed 
ald it can be a many-eaged tool 
: "3 : 
not only sells directly to consumers 
but preconditions them for the ad- 
‘tising message which should 
< bl ; 
Advance publicity does 
increase tne 


ing advertislr 

















This also holds true for the mem- 
bers of a company’s own sales or- 
ganization: distributors, jobbers and 
dealers. Publicity directed at these 
persons has an even greater effect 
than it has on the ultimate consumer 

Because of its relatively economi- 
cal cost, new product publicity can 
reach marginal markets in which it 
would not pay to advertise. It can 
develop these markets to the point 
where advertising would be feasible 


> To accomplish these things the 
publicist must first know his media, 
the audiences, editorial wants and 
techniques, and mechanical require- 
ments. 

New product announcements 
should be individually written in 
most cases, for there are scarcely 
two media in one classification that 
do not have different editorial ap- 
proaches. For example, the an- 
nouncement of a new type ol beauty 
aid would receive quite different 
treatment in Vogue than in Good 
Housel eeping 


Minute attention must be given 
to the phrasing of the story its¢ lf in 
order to emphasize the smallest news 
potential, and at the same time pre- 
sent the sales message for the prod- 
uct. If competitive products are be- 
ing introduced at the same time, a 
new twist or angle should be brought 
out in the story to give the an- 
nouncement extra newsworthiness 
and individuality 


> When preparing releases, always 
remember that hundreds of other 
organizations are competing for the 
available space. If the announcement 
is written in the style of the media 
and is of a length generally used, it 
is more likely to be used by a busy 
editor than the announcement that 
is verbose o1 poorly prepared 

The same principles apply to pho- 
tography. Photographs must be de- 
signed with many factors in mind 
such as the size of the cut which will 
probably be used, its screen, and the 


editorial preference for white space 


or whether the editor prefers models 


1. Technical publications like clear cut 
photos showing construction. This one can 
be used for either one or two columns. 


2. Photo of movie starlet Elena Verdugo 
with the product was geared to a special 
field—in this case, movie fan magazines. 


3. Auto editors generally prefer slick two 
and three-column shots with “'class’’ back- 
grounds. This one shows the Kaiser-Dar- 
rin Fiberglas sports car with Harold Plot- 
kin (left) and designer Howard Darrin. 


The expert p ib] cist knows whic h 


magazines shoot their own } 


ictures 


He also knows that among. trad 


magazines about 15 will not accept 
photographs but will a cept mats ol 
a certain screen, that about 5 will 
not accept mats r photog aphs but 


will take cuts, and that about 15 


make their own cuts and 


bill the public st for the cost. All of 


these things must be taken into con- 


preter to ! 


sideration if a maximum campaign 


is to be expected 


> The publicist should remembe: 


too, that editors as a general rule 
dislike to print stories after a com- 


peting publication has run then 
avoid this he should try, as far as 


possible, to study the deadlines of 


weekly, bi-monthly, and monthly 
publications and schedule his re- 
leases so they appear at approxli- 
mately the same time 

Above all, the publicist should not 
ask for clippings. He is pre-suppos- 
ing publication. It infers that the 
publication is not read, and it is an 


Advertising Requirements 





unreasonable demand upon the edi- formation if new steels are used 01 overlooked IS ef] t upon the 

tor’s time there are new uses for old steels company’s sales organization. It can 
The question of a heavy advertis- Production and management maga- 1. Help open the door of prospec- 

ing schedule in a particular maga- zines will be interested in these tive buyers for company salesmen 

zine being used as a lever to obtain phases of the new products’ manu- 2 Help acqul! 

publicity is touchy. It can be 1 facture. Finishing magazines will bs 


solved only by knowing the practice interested in new ways to apply 


ving 
of each publication. Most magazines paint or improvements in _ plating 


and newspape! f high circulation techniques. Safety precautions used 
completely divorce their advertising in the manufacture of machinery 
and editorial dey nents, and ly are of interest to safety Magazines 
attempt t Tit » Te editor These stories should be exclusi 
through the avertising department highly informative and newswo 
will result in failure and may kill hy, and preceded by an inquiry 


{ 


chances for future publicity. On th h itor. Inquiries should be 
other hand, some publications openly ompanied by a brief outlin 
offer publicity as an advertising sal proposed story 
approacn In any vent th nev New products yubl 
sea effectively 
VsSpapers, 


nagazines 


4. Arrangement of the model's legs and 
the wheel in this shot illustrates good tech- 
nique for two-column cheesecake photos. 


5. This photo is a typical one-column 
shot for editors who like cheesecake. 


6. Another type is the straight shot that 
shows just the product and its applica- 
tions. 
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almost priceless. These articles can 
be used by dealers as sales aids or 
point of purchase displays, as can 
publicity appearing in well known 
consumer media. 

All clippings on the publicist’s 
desk should do double duty and not 
be permitted to sit idle. Few individ- 
uals connected with a company’s 
sales structure have an opportunity 
to see all the publicity that is 
achieved. The constant bombard- 
ment of a dealer with reproductions 
of publicity stories, both consumer 
and trade, can have a very extraor- 
dinary effect in getting him to push 
the product and in selling his cus- 
tomers. 

Another way to help build dealer 
relations as well as sales is the pro- 
duction of a publicity manual and 
press kit instructing the dealer what 
to do to break into print. This infor- 
mation shows him how to publicize 
new products, exhibits entered in 
fairs, auto shows, merchandising ex- 
hibits and other events, and how to 
publicize the company’s products in 
his local newspaper and other media. 

The kit furnishes him with news- 
paper mats, photos, and prepared 
news stories, which he can use to 
advantage in supplementing his own 
local advertising. 

Another field of publicity that 
should be mentioned is company 
magazines. Few persons realize that 
the total circulations of these publi- 
cations exceed the total circulations 
of the combined daily and weekly 
newspapers in the U.S. New prod- 
ucts should be thoroughly analyzed 
and every single item that goes into 
its manufacture or servicing is a 
subject for a story in the supplier’s 
house publication. These in turn 
should form the basis for reprints 
and their distribution. 


> The effectiveness of a total pub- 
licity campaign is well illustrated 
by one our agency undertook for the 
Calnevar Co. (Los Angeles), the 
originators of the wire wheel hub 
caps. The hub caps were brought out 
to take advantage of the fact that 
Detroit manufacturers planned to 
produce European-type sport cars, 
the principal feature of which was to 
be wire wheels. 

The promotion presented a prob- 
lem. The hub caps were designed as 
a quality item to sell for around $100 
for a set of four. In the past, Calne- 
var’s promotion budget was spent 
entirely on trade paper advertising 
directed at the company’s sales or- 
ganization. Only occasionally did 
they take an excursion into the con- 
sumer field with research advertis- 
ing in such auto consumer magazines 
as Motor Trend. The set-up preclud- 
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ed any consumer advertising until 
sales of the item — tooling cost a 
quarter of a million dollars—built up 
to sufficient volume to warrant it 


They turned to publicity as the 
answer. The publicity campaign 
opened with the introduction of the 
new product at Los Angeles’ Inter- 
national Motorama Exposition. This 
proved to be an extremely effective 
news hook for stories and pictures 
on the new wheel covers, which 
were carried by wire services and 
photo feature syndicates. 


> Additional impact was obtained 
by sending a release and story to the 
400 principal automotive editors of 
daily newspapers throughout the 
country. Other stories and art work 
were prepared and sent to syndicat- 
ed auto columists and these classes 
of magazines: auto consumer, male 
consumer, news, travel, popular sci- 
ence, photo, export. 


Each was approached not only 
from a separate editorial viewpoint, 
but often from varying individual 
editorial requirements within each 
field. These publications were serv- 
iced with both new product an- 
nouncements and features on the 
company. Separate news releases 
were sent to the automotive trades in 
several fields. 

We analyzed the product and its 
production and prepared feature 
layouts for magazines in the con- 
sumer, products finishing, packag- 
ing, production, safety, business and 
commercial, industrial, rubber, and 
other trades. Those features pub- 
lished to date have been reprinted 
and used as merchandising aids. 


>Radio and television were ap- 
proached from the giveaway angle 
Autos scheduled to appear on tele- 
vision were furnished with sets of 
the hub caps. Sets were also placed 
in studio hands for use on cars ap- 
pearing in motion pictures. We con- 
tacted several general writers who 
were in the process of preparing 
stories for various consumer maga- 
zines on the sports car picture in 
the U. S. 

We also received a considerable 
amount of publicity in an indirect 
fashion by providing sets to more 
than a score of manufacturers of the 
new Fiberglas sports cars. Most re- 
cent of this tie-in publicity was with 
the Darrin Kaiser-Frazer sports car 
that was recently the subject of so 
much promotion throughout the 
country 

Press kits were prepared for local 
dealers who were furnished with 
stories, photographs, mats, and other 
material. The company is now selling 





approximately 500 sets per day of the 
new item. 


> It is certainly to be recommended 
that advertisers and agencies be- 
come more cognizant of the publicity 
picture. The question of how to most 
effectively and profitably publicize 
new products depends largely on 
two factors—the size of the adver- 
tiser or agency, and the type of mer- 
chandise or account handled 

Although strategic planning and 
research is quite similar to that of 
advertising, the tactics of publicity, 
obtaining space or time, comprise a 
complex, time-consuming field 

The advertiser or agency intend- 
ing to capitalize on publicity poten- 
tial, not only for new product pub- 
licity but general publicity as well, 
has a choice of two paths: that of 
gradually building its own publicity 
staff, or subcontracting the publicity 
campaign to an agency which spe- 
cializes in this field. Small adver- 
tisers and agencies have a far bette 
chance of making publicity pay by 
subcontracting the work. Contrarily, 
large organizations should build a 
publicity staff. It can begin as a one- 
man operation. 

Remember, above all, never send 
out publicity that is not news—ma- 
terial you would not use if you were 
the editor 44 





“Hold everything! There are two ‘S's’ in 
Embassador!” 
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industrial firm learned by 
that efficient planning is 


a successful open house 


n result of these 
was plenty of publicity 
publicity Started approxim« 
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The promoti 
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portunity to see a variety of manutacturing e 
nel were always on hand to explain detail 
2. Invitation Committee . This 


committee arranged for a _ printed 
invitation and lists to receive the 
invitation. It was sent first class to 
all stockholders; all employes; about 
3,000 community thought leaders in- 
cluding clergy, school and civic of- 
ficials, local business executives and 
others; suppliers; distributors; pros- 
pects, and other interested parties 
The committee also designed and 
produced a four-page open house 
program. It gave a brief review of 
“What you will see and do at Roper” 
and contained a map of the plant 
tour. It also contained an artist’s 
sketch of the plant and a thumbnail 
history of the company 
Another duty of the invitation 
committee was to arrange for base- 
ball caps and balloons with Rope1 
imprints. These were given to chil- 


dren attending the open house with 





President & Guests . . . Roper president 


Hobson welcomes a aroup of quests to | 
itn Mae enmeations weed it thew olfices te 
talk with any visitors wno wanted to drop 


juipment. Plant person 


nd 


Caps & Balloons 
Roper provided it: 


inswer question ry special Roper 


the thought in mind that their con- 
tinued use after the open house 
would help to prolong the good will 


built by the affair 


3. Plant Preparation and Tour Com- 
mittee This group handled the 
details of getting the plant in shape 
and arranged for refreshment stands 
lights; nursery for children; accom- 
modations for older people; safety 
and first aid: clean-up of plant be- 
fore and after the open house; in- 
surance; arrangement of the tour, 
and training of committeemen sta- 
tioned in each department (in the 
plant the committee was composed 
of a foreman, a union steward and 
a couple of the department’s em- 
ployes all available to answer visi- 
tors’ questions ) 

One of the by-products of this 
committee’s work was that the plant 
got one of its most thorough clean- 
ings in years as each department 
tried to outdo another in making a 
“hit” with visitors 


4. Tra nsportattor 


This group arranged for getting peo- 


Committee 


ple to and from the plant. It arranged 
for publishing of directions to the 
plant from all sections of the city 
Special arrangements were also 
made with the local bus company to 
run special buses from specified 
points to the plant and return during 
open house hours. All bus arrange- 
ments and directions for reaching 
the plant if driving were mentioned 
in releases sent to newspapers. The 
group also arranged for special 
parking. This included use of park- 
ing facilities of neighboring plants 


Parking 


and assigned to all parking areas 


5. Exhibit Committee This com- 


attendants were trained 


mittee handled the actual prepara 


tion of displays, 


tour and in the ref 


both on the plant 
eshment tent 
The members prepared signs both to 
direct visitors in the area around the 
plant and to clarify things viewed o1 
the toun 


6. Recept on Co ttee Most 
of the work of this committee cam« 
on the day of the open 
committee handled the details of 
meeting the visitors upon arrival 
giving them a copy ot the open hous¢ 
asking 


program, motners UU they 
] 


would like to leave their children 
the nursery; advising visitors that 
the president and other officers were 
at their offices if they wished to se¢ 
them, etc. The committee was com- 
posed of a company vice resident 
and a re presentative g! ip of em- 
ployes 
The group also gave each visito1 

card to fill in-with name and address 
and telephone number for a special 
drawing. The drawing, held at the 
end of the open house, Was for a tree 
Rope1 range Since a large percent- 
age of plant personnel or their fami- 
lies attended the open house, these 
registration cards served a special 


purpose in checking personnel rec- 


i 
ords for proper addresses and phone 
numbers 
Fe Refreshment Committee This 


group made arrangements with sup- 


pliers for food and other refresh- 
ments. The group also supervised 
the actual service 


feature of the 


A special open 
house, although handled by the com- 
pany’s home economist rather than 
the refreshment committee, was a 
special cookie bake. A battery of 


Roper ranges turned out hot cookies 
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instance 
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as a salute to Rope r’s ordnance 
vision, which produces 105mm 
phosphorous shells used by 
Leathernecks in Korea. The 


‘ . : 
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earlier over a local radio station, Was 


“broadcast” during the open house 
by a sound truck located outside the 


an 
plant. The program contained com- 


cll 
bat recordings and music by the 


Marine band 


committees U1 | 
f the plant. Don't just 
e Provide answers to qu agement people on the COI! l 
Have well-trained guides or men Have union representatives, too 
stationed in all departments all along more who participate, the more who 


the tour route who are well informed will feel that the open house is his 


and able to answer all questions. or her show and it becomes e\ 
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The Winners These outstanding examples of contemporary 


ommercial art were the award winners in recent competition spon 
sored by the Artists Guild of Chicago 
1. Product Illustration, Color . Artist, John Howard; art 
director, Wilbur Smart; agency, DArcy Advertising Co 


aca. q 


9ca-LOIc 


cl ent, 


2. General Illustration, Black & White .. . Artist, John 


Cormack; producer, Kling Studios; entered by Kling Studios 


3. Fashion Illustration Artist, Lucia 


srtis ent, Helene Curtis; entered by Stevens-Biondi-DeCicco 


producer, Helene 


4. Design of Complete Unit 


AA 


Artist, Phoebe Moore; client, 
ercury Records; entered by Jack Kapes & Associates. 


5. Humorous Illustration Artist, Luther 
tor, Seymour Levine; agency, Foote, Cone & 
National Bank of Chicago 


6. Photo Illustration, Color 
art director, Ray Dolan; agenc 


Hardware Mutua 


Johnson; art direc- 


Belding; client, First 


k Boyer 


y, KO 


ry: client 


7. Product Illustration, Photo, Color 
A. George Miller; art director, Ernest Allen 


& Brorby; client, Swift 


Photographer, 


Needham Lewis 


8. Television Commercial Artist 
dicated TV feature, “Now |'ll Tell One 


sberg (syn 


9. Lettering . Artist, Jack Bierman 


entered by Bierman-Olsen 
Studio. (No suitable ystration 


availabie 


Additional winners shown on page 20 
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The Winners 


Young artists make strong showing in Chicago 





irtists Guild Exhibition of Commercial Art 


Eleven Chicago artists went home with the awards in the 
Seventh Annual Exhibition of Commercial Art sponsored 
by the Artists Guild of Chicago. To pick the winners from 
among 101 pieces of commercial art selected for hanging 
the jury of five judges used a new point system. Each piece 


of art was rated 5, 4, 3, 2 or 1 by each judge, with the awards 


ee 


going to the selection receiving the highest composite score 
on the five score cards 


Top winner was John Howard, who, in addition to two 





the regular awards, received the Guild’s annual Gold Brus! 
Award for the top piece of commercial art in the show. It 
Was pre sented for his “Have A Coke” winter scene 
Judges of the contest were Carl Briese, consultant 
direct Ted Kesting, edit Io s Afiele ( ¢ esl- 
, ent Hearst Publications: Tom Martin. creative ecto 
r i t Stockt -West.B Kna (Cinc ti): Douglas M.S t 
Gold Brush Award Top prize ir eee Cc 
+ the aceaaeeatin: i = . qairecto! ampbell-Mitnun ine. (Viinn 


Pe er ae ee i oR) Se Commenti 











Other Winners 





Additional winners in the Artists Guild of McCormack; art director, Don Young Batte Barton, Du 
Chicago commercial art competition were stine & Osborn; client, Hamm's Beer; e K udic 
10. Retouching, Color Artist, Frank Weymer 12. Photo Illustration, Black & White Photographer 
Stephen J. Heiser director, Orville Sheld 1aency, Foote 
11. Product Illustration, Black & White Artist, John Cone & Belding Minneapc 


Kodak Designs Compact 
New Photocopy Machine 

Photocopies of letter size docu- 
ments in 50 seconds, reproduced in 
ordinary office surroundings, are 
easily possible with a new machine, 
the Verifax Printer, developed by 
Eastman Kodak Co. (Rochester). 

The unit, which is about the size of 
a typewriter, can produce three or 
more copies from a single matrix 
sheet. These copies are same size, 
black and white duplicates of the 
original material and are ready for 
immediate use. 

The Verifax Printer can reproduce 
one photo-exact copy in 50 seconds 
and three in 60 seconds. Copies are 
long-lasting, have good legibility 
and can be written on, mailed or 
filed, according to Eastman 


> The machine can be operated with 
a minimum of instructions by office 
personnel. The copies can be repro- 
duced under ordinary office illumin- 
ation. The only service connection 
is 110-volt outlet. Virtually any 
printed matter, up to 812” x 11” in 
size, can be reproduced by the ma- 
chine—including books or magazines 
which have printing on both sides of 
the pages 

The Verifax Printer utilizes the 
familiar “reflex printing” method. A 
sensitized matrix is first placed on 
top of the lamp built into the top 
of the machine. The letter or docu- 
ment to be copied rests face down 
on top of the matrix. Exposure is 
controlled by an electric timer in- 
corporated into the printer. 
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After exposure, the matrix is 
slipped into an activator solution in 
the bottom of the unit. This simple, 
single solution is easily mixed and, 
under general office conditions, will 
last about a week. The matrix is left 
in the activator for 20 seconds. As it 
is withdrawn, the matrix is pulled 
under a roller in contact with a sheet 
of Verifax print paper. This paper 
is not sensitized. After the sheets 
are withdrawn, they are stripped 
apart and a copy of the original docu- 
ment is ready for use. 


> Other duplicates of the document 
can be made as rapidly as the matrix 
can be re-inserted in the activator 
and withdrawn. Copies do not neces- 
sarily need to be made on Verifax 
paper—a number of commercial 





60-second Copies. . . Eastman Kodak's 
new machine, the Verifax Printer, can re- 
produce three copies of letter-size papers 
n 60 seconds. The new machine is about the 
same size as a typewriter, is easily portable 
and can be operated under usual office 
conditions 


office papers have been found to 
work satisfactorily 

The printer is priced at $240 
However, Kodak has announced that 
for a short time the supply of the 
machines will be limited 

A complete description of the unit 
with instructions on how to use and 
with illustrations, is contained in a 
folder being distributed by Kodak 


Bulfalo Offers Photo 
Copy, Print Services 


Photographs from negatives o1 
prints in sizes ranging from 5” x 7’ 
to 11” x 14” are the specialty of Buf- 
falo Photo Co. (Chicago). Prices, 
which range from $1.85 for one 8” x 
10” print to 642¢ each for 1,000, and a 
description of the firm’s services are 
listed in a folder issued by the com- 
pany. 

Other services desc: ibed are photo- 
graphing products—either at the stu- 
dio or on location; production ol 
transparencies for viewers; sale of 
photo binders and viewers and print- 
ing photographs on post cards. The 
folder lists Buffalo’s enlarging serv- 
ice—blowups in sizes up to 30” x 40” 


R k 


New Process Photostats 
Artwork in Full Color 


Kodachromes, Ektachromes, full- 
color original artwork, fabric sam- 
ples and other color prints now can 
be produced in full color by a new 
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photostatic “Color- 
stat.” The unusual new method was 
developed by Ralph Marks Color 
Laboratories (New York) 

After a year of research and ex- 
perimentation, the 


proce SS called 


technique was 


perfected to reproduce photostats 


16x20” 
Enlargements 


and reductions to any 


of original facsimiles up 
with one day service 
degree art 
possible Irom colot 
Enlargen 


nowevel are 


transparencies 
ients trom refi tion copy 
limited to twice-up 
The “Colorstats” can be dry- 
mounted o1 ibber-cemented and 
retouched y any of the standard 
methods labora- 
tory 
Samples 


available 


Surprint Develops Guide 
lo Check Screen Effects 


Viarket Process Camera 


First Made For Govt. 
The Lacey-Luci J 


rests to 


phnotograpnins 


All cont: 
including a 5 ninu autom 
timer, stayfl fast produc- 


tion ot lin a ar glass tol 
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making halftones with a_ contact 


screen. The Lacey pressure back 


eliminates the need for any type of 


vacuum back. The selling price com- 
plete with lens is $995 44 


Free Trial of Sprey 
Offered by Acrolite 


A free trial offer of Sprey, a cleat 
plastic coating for protecting artwork 
from smudging, is described in a new 
folder published by Acrolite Inter- 
national (Hillside, N. J.). Sprey is 
packaged in 12 oz. Aerosol cans and 
is sold only by mail. The cans have 
a spec ial safe ty valve which prevents 
xplosions 

The price of the 100 acrylic 

roduct ranges from $1.50 per can 1 

an quantities to $1 15 pei 
1 bU-can q lantities 


Otfer Stock Labels 


For Artwork, Photos 


Eight new labels for 


AN 
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Now, Sam for the 12th time pretend 


that you're enjoying Old Rotgut beer! 


If you BUY... 
or if you SUPPLY 


SIGNS + DISPLAYS + SALES AIDS 
ART SERVICES *+ PHOTOGRAPHY 
TYPE + PRINTING + PAPER 
LITHOGRAPHY + VISUAL AIDS 
PREMIUMS - SPECIALTIES 
you'll be interested in the 
Second* 


ADVERTISING 
ESSENTIALS 
SHOW 


to be held 
NOV. 17th & 18th, 1953 


Grand Ballroom an 
Adjacent Ballrooms ator 
Hotel Biltmore, New York 
For full information about 
Exhibit Space or Tickets, write 
ADVERTISING TRADES INSTITUTE, INC. 


Suite A-517 270 Park Ave., N.Y.C 
MUrray Hill 8-009) 
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"T ¥ PK Al thousands we make each 

vear for agencies and 
everywhere. They shi 


manufacturers 
w all the detail, all 
the shading. These pure black and pure 
white illustrations will print clearly on 
any kind of paper by any process. Elec 
tros can be made directly from the wood 


block 


Proofs can be enlarged or re 
duced 


Santones can be made directly 


fr merchandise or any clear copy 


Send us u pped 
head to ree \ I ( page 
por f engravings on w 


SANDER ENGRAVING CO., Inc. 
542 S.DEARBORN ST., CHICAGO 5, HA 7.2082 


THE WOR! {RG MAKERS 
OF ENGRA ‘ S 
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WRITE FOR NEW PRICE LIST. Ad-Color can't 


be beat for price or quality in quantities 







», permanent color with 


DISPLAY 
TRANSPARENCIES 
AND 
COLOR 
PRINTS 


AD-COLOR Corp. 650 S. Arroyo Parkway, Pasadena 1, California 





ty. Our own dye 
lor control 
y. Approval 
fast service 






teed. Ad-Color value proven by na- 
nal firms. (One Ad-Color Display Trans 
parency increased sales as much as 350 

Our prices are eye-openers—WRITE TODAY 
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8 x 10's as low as 6¢. Postcards as low as 2¢. 
Write for samples and complete price 
list on all sizes and quantities. 


KIER PHOTO SERVICE 


Dept AR 1265 W. 2nd St. Cleveland 13, Ohio 
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SLAM 1.QUALITY! LOW PRICES! 
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WRITE FOR 
PRICE LIST 
QUANTITY 
Quality Prints 
An example of our 
low prices 

8x10 Prints 


IM $65.00 
500 $37.50 
100 $8.50 





Send for price list today 


MAJOR PHOTO CO. 


1210 N. Clark St., Dept. A, Chicago 10, III. 


GIANT ENLARGEMENTS 


30x40 $3.25 40x60 $6.00 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circle 5-9085 
5. ¢@ 
oS . 
Tout ~ Ludi - 
COMMERCIAL ARTISTS 














Specializing in 


@ BOURGES PROCESS ARTWORK 
-$\ 











for low cost Color Reproduction 


$U-7-0595 »* 325 W. HURON + CHICAGO 10 


—Suppliers are invited— 


to keep the editors of Advertising 


Requirements advised at all times of 


new developments new products 
new processes, and new ideas of all 
kinds which might be of interest and 


value to our readers 











KNX 


1. 99% in Los Angeles .. . This blackboard shot repeats 99 times that “In Los Angele 


radio reaches just ess than everyt 


Collage Art Produces 
Unique Illustrations 


A unique approach to the art di 
rector’s constant search for the new 
and novel in the field of 
tion is the collage 
by Becker-Horowitz 
Collage 


three dimensional elements grouped 


illustra- 
technique used 


(New York) 


artwork combines two and 


to dramatize selling points effec- 
tively 
In actual practice, it 1s able to 


bring togethe: 


selves, such as food, fabrics and othe: 


the products them- 





commodities, with a setting that en- 
hances and clarifies their use. In pro- 
motional or institutional advertising 


: , 2. Mutual’s Mister Plu Radio time 
the technique combines elements trated with # 
: ‘ rated with this piece of 1e 
which most clearly and graphically 
. . a with other element 


tell the story 
art photography lies in its resource- 


The value of collage 


ful use of visually exciting materials 
from a fine art print to a tattered 
glove, incorporating them in the fin- 
ished collage illustration. 

There are many practical applica- 
tions for collage in the merchandis- 
ing of virtually any product, service 
or medium. As an attention-getter to 
replace conventional photos of a 
product, it has proven its worth. Il- 
lustrated are four 





pieces ol collage 
artwork originated by Becker-Hor- 
owltz 





> Illustration 1 is a classroom black- 
board on which the statement “In 
Los Angeles, Radio reaches just 
1% less than everybody”, was writ- 
ten 99 times to impress prospective 
advertisers with the fact that 99° 3. An Insurance Lesson... 
of all homes in Los Angeles have nsuran 
This three-dimensional 


miniature was used by CBS in trade 


Prudentia 
e Co. hits a strong selling point 
radios. 


with act ze tratior of everyaa 


food ifems. 
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publications and for a direct mail 
folder. 


> Illustration 2 shows the well 
known figure of “Mister Plus”, sym- 
bol of Mutual Broadcasting Co. pro- 
motion campaigns. Here a micro- 
phone represents the face, the cross- 
piece depicting the body is of wood, 
the shirt sleeves are actual fabric 
and the musical instruments are 
miniatures. This character is truly 
symbolic of the product, radio time 


> Illustration 3 is a collage still life 
for the Prudential Insurance Co. to 
be used in national advertising. The 
food products shown were repro- 
duced in actual size for a dramatic 
poster-like appeal, and the cash slip 
brought home the necessity of money 


to pay for these foods 


> Illustration 4 shows 


: : : 
use ol collage to evoke ; 


’ } 
editorial 
iod at- 
mosphere and convey < nostalgic 


mood 


Thus it is apparent that collage art 
may be applied to many illustrative 
uses for all manner of products. Any 
art director who is seeking a fresh 


approach and a unique 
1 ' 

ing three-dimensional 

miniature pro} 


this method 


ttt 


4. Nostalgic Mood Tt 


mood. It was de ne 


00a 
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Ozalid Process Uses 
Described in Booklet 


There are hundreds of uses for the 
Ozalid copying process, according to 
a 48-page booklet offered by Ozalid, 
a division of General Aniline & Film 
Corp. (Johnson City, N. Y.). The 
booklet explains the process, which 
uses translucent paper masters, and 
gives several case histories which 
show how the process cuts paper- 
work and speeds production. 

Four Ozalid copying machines are 
pictured and described in the book- 
let. There is also a chart giving de- 
tails on various Ozalid papers. 


R 


Offer Art Samples 


Line drawings and cartoon strips 
for advertising are featured in an 
unusual portfolio published by Don 
Komisarow Studios (New York) 
The portfolio contains samples of 
comic strips produced by Komisar- 
ow for such clients as RKO Radio 
Pictures, Postum, Chase & Sanborn, 
Wris 


gley, Life Insurance Companies 
of America, and others. A special 


folder included in the portiolio 
: 2 ‘ ; : 

shows over 0U samples of line draw- 
ngs produced tor a variety ol ad- 


vertisers 


Litho Blow-Ups? 


offse t 
lithographic 
ideas 


8 


- 


——- 


Blow-Ups from Etch Proofs 


This FREE Idea Kit contains samples of 
how our clients took actual magazine 
ads, and blew them up for point-of-sale 
and promotion pieces. You can do tt 

same n full color or black-and-white 
Step up your promotion and cut art « 


the same way. Send for your free 


up ideo Kit today 


OFFSET PRINTERS 


RAPID COPY SERVICE NC 
123 North Wacker Drive 
Chicago 6, Illinois 


Bushels of 
Statistics 

in 
Advertising 
Age 


li you like statistics (and 
most admen and selling men 
have to like them whether ot 
no), you'll see bushels of them in 
every issue of Advertising Age, 
The National Newspaper of Mar 
keting. Weekly department store 
sales, Federal Reserve data city 
by city, A. C. Nielsen reports, 
national magazine monthly lin 
age reports, Bureau of Census 
population shifts, TV and AM 
audience ratings, and so on ad 
infinitum. If it’s a statistic and 
it's worth knowing, you'll find 
itin AA 


* 


One full year of AA—5?2 issues 
—only $3.00—SUBSCRIBE NOW 


Advertising Age 


200 E. Illinois St. * Chicago 11 








“LABELING & PACKAGING 











Never in merchandising history 
has there been such a need for point 
of purchase sales strategy. And it’s 
because today’s consumers are dem- 
onstrating an acute preference for 
self-selection shopping. As a result 
the keener marketing minds are 
recognizing that their point of pur- 
chase sales strategy must begin with 
and radiate from the product’s pack- 
age. This explains why thousands 
of companies right now are making 
packaging projects the number one 
item on their agendas. 

The sole purpose of this primer is 
to help the sales or advertising ex- 
ecutive to determine and crystallize 
those packaging approaches which 
will best serve his product saleswise 

and without involving him in the 
details of design and the intricacies 
of package production. Those details 
are best left to the creative talents 
and technical experience of design 
specialists. 

However, consideration (and dis- 
cussion with the selected design 
specialist) of the points contained 
in the checklist may well expedite 


The Author 
Alan Berni 


Treasurer 





Package Designers Council 
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the packaging project and result in 
the development of a package which 
will give the product a decided edge 
over competitors. 


>First, let the marketer admit to 
this double-header objective: <A 
package which will (1) clinch con- 
sumer preference at the point of 
sale; (2) simplify and speed shopper 
selection. 

To a certain degree the applic- 
ability of some of the points in this 
guide will be determined by tne 
classification to which the product 
belongs. For instance, some of the 
hints may be more important to the 
successful merchandising of food 
products than textile items and vice 
versa. 

However, by weighing these listed 
questions the marketer may not only 
reduce the margin for error in his 
packaging but also may find a fresh 
angle for marketing his product. 


1. Does the package bespeak big 
value? 


Remember, the consumer’s pock- 
etbook nerve is feeling the impact 
of high costs of living and unprece- 
dented taxes. Your shopper is more 
determined than ever to get full 
value for her money—whether it be 
in size, flavor or quality. It’s natural 
for her to be attracted to the package 
which promises the most satisfaction 
in return for her dollar. This is 





A leading package designer presents a 
12-point checklist to determine the 
sales ability of your packages 


particularly so when it comes to food 
items. 

These considerations are of the 
utmost importance to manulacturers 
whose products are distributed 
chiefly through supermarkets and 
other self-service stores. It is in 
these outlets that the package serves 
as the product’s sole spokesman. 

Without jeopardizing brand rec- 
ognition in the least, we recently 
developed a series of packages for 
the new cookie line of the Weston 
Biscuit Co.—a series which empha- 
sizes big value and extra flavor ap- 
peal. This was done by eliminating 
all size-minimizing lines and details 
of the old package, using an over-all 
pattern of life-size cookies and mak- 
ing the flavor names the dominant 
central motifs. 


2.Is the package representative of 
the product? Is it articulate? In 
other words, does the package 
boldly announce what it contains? 


A surprising number of products 
still are handicapped at the point of 
sale by “blind, inarticulate contain- 
ers.” Nowadays, when speedy self 
selection is the trend, a package to 
fulfill its sales mission must boldly 
broadcast its contents. For instance, 
the new “product-picturized pack- 
ages” for Radiant Floor Mops, mark- 
eted by Boyle-Midway Inc., enable 
the shopper to instantly spot the 
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The “Matey’s” package described 
above is also an excellent example 
of a multiple-sales package inas- 
much as it offers a complete en- 
semble of basque shirt, socks and 
shorts (or skirt) in one attractive 
wrap up. 

Another example is the carton 
recently completed for Acme Cotton 
Products Co. It is a compact kit 
containing six “first aid essentials” 

absorbent cotton, gauze, bandage, 
sterile pads, adhesive bandage, ster- 
ile bands and mercurochrome. De- 
signed for supermarket distribution, 
it is only six inches square and this 
space-saving size makes it ideal for 
bathroom shelf, car glove compart- 
ment or office desk drawer. It not 
only makes an excellent display of 
“line” products but also cuts stock- 
keeping operations for the dealer. 


6. The shipper-display type of 
package—is it adaptable for the 
product? 


Some mass market items have 
achieved unprecedented sales suc- 
cess when the “display-dispenser” 
sales medium has been utilized. For 
instance, a dizzying sales spurt of 
350% has been achieved for the 
plastic wallets marketed by A. J. 
Siris Products Corp. with the versa- 
tile “display-dispenser package” we 
developed a few months ago. 

Of folding picture frame construc- 
tion, these dispenser-display units 
not only provide adequate protection 
for the products but also simplify 
and minimize handling at the factory 
and make for desired compactness 
in shipping. 

The package accommodates 12 
wallets—six to a side. The die-cut 
apertures have a “lip device” on each 
side which permits “snap-out” re- 
moval and “snap-in” insertion for the 
individual wallets. It has, in addi- 
tion, a versatility which is unique in 
display-package design. It is scored 
down the center between the two 
panels so that it may be divided 
in two to make two separate dis- 
plays. In other words, it may be 
“sized” to suit any counter or wall 
arrangement the dealer desires. This 
“two-in-one” feature also permits 
the merchandise to be displayed in 
two strategic counter locations in- 
stead of just one 


7. Will the package assure pro- 
longed counter display for the 
product? 


Aside from sheer eye-appeal— 
unusual package shape and con- 
struction sometimes help a product 
to attain more prominent and longer 
counter promotion. Such a package 
is that designed for the Sava-Wave 
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de 
be 


of 


in 
A 
ag 


Complex 


the number of 4 ferent types needed from 100 to two The over-all pattern of the new boxe 


A new series of boxes was engineered for American Thread Co. that 





also made assembly and manipulation of the paper much easier without sacrificing symmetry : 


or wasting materials. This job emphasized the fact that aside from artistic sense, package aé ! 


signers must understand production, costs and engineering in relation to each packag ' 


Swim Cap, product of the I. B 
Kleinert Co. Here we devised a 
version of our “solo display-pak” 

a package pattern which assures 
continued counter and shelf display 
even when the dealer’s stock is re- 
duced to three, two or even one 
item. Moreover, the package’s un- 
usual shape encourages customer in- 


line of insecticides. Convenience ot 


application, when properly _ pro- 
moted, can enhance the appeal of the 


product’s function or performances 


9. How about pach aging mater als 


Naturally, the average 


marketer has little time to explore 


product 


the histories and applications of the 


spection and simplifies selection. vast array of packaging materials 
Triangular—the elongated pyr- available today. However, the ques- 
: ¢ } ; 
amid package not only serves as a tion of wearing qualities does con- 


practical carton for the rubber cap, 
but it also provides three tilted sur- 
faces and thus no matter how it is 
dropped or placed on the counter: 
the sales picture and message are 
always exposed to the shopper's 
eye. 


8.Is the product a “natural” for 
a package with a dispensing fea- 
ture? 


The self-dispenser container is 
winning a broader market accept- 
ance for an increasing variety of 
products. Its big appeal is that it as- 
sures a new consumer convenience at 
the point of use. It prevents waste 
and messiness commonly involved in 
the application of a cream, paste or 
liquid product. 

Aera-Shave, a shaving preparation 
made by Boyle-Midway Inc., is en- 
joying greatly increased sales since 
its appearance in a_ push-button 
package. So is 3-in-One machine oil. 
And recently we have been develop- 
ing push-button packages for a large 


cern him 

Not long ago we were approached 
by a manufacturer who had dis 
covered the pitfall oft poor wear- 
ability the hard way. He was the 
producer of an attractive and prac- 
tical household item. Unfortunately 
he had decided on a carton with 
a certain high sheen paper wrap 
When the package left the assembly 
line it had eye-appeal—but it was 
short-lived. It just wouldn't stand 
up. After the handling involved in 
just the ordinary marketing oper- 
ation the package was reduced to the 
shabbiest kind of a sales aid for the 
product 


10. What about packaging costs? 


That striking economies can be 
achieved, even in the face of soaring 
material and labor costs, is being 
demonstrated right now in a larg: 
range of product classifications 

Take textiles, for instance. For the 
large Pepperell line of sheets and 
pillow cases we evolved a master key 
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design with the result that eight 


basic packages are doing the work 
of 32 


32 previously used 


lg ogee amorty ey ow do YOU pronounce 


American Thread Co. The old pack- 


aging concept required over 100 dif- 


ferent boxes in two colors on col- 
ored stock and involved plates and 
printing for each ’s box. Now 
only two plates a1 red { 


printing the one basi 
thermore, the versatile pape! 
with its overall pattern, saves 
duction time in that 

pac kaging assembly 

ulate the pape 


W ithout any 


Is ita package the ag 
can be easily retained by 
tomer? In other words, the 


: 1 
should be of 


aaa 
av. 
Sa ~- 


Kendall Oil Adopts 
Carry Home Carton 


our 65th year Como rpier 
Hendinal ; in the top flay f th , 
new boxes permit easie hand il 5 tae) 


home” cartons 


transit an 
customers t 
with them. P 
Dauch Paper Co. (San 
box is colorfully 
bl ick 

In th 
boxes can 


at i SANDUSKY 18, OHIO 


torm an interesting 

box can be re-used by 

storing tire chains, tools 

is using the carton to rchandis¢ 


thres of ite motor oils: 2000 Mile 17 MILLS AND FACTORIES e 40 SALES OFFICES 
F-L and Super D 44 
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Saverkraut Seller 


n packaging is this sauerkraut selling pack- 


Something new 


age produced of laminated cellophane and 
polyethylene film. This lamination process 
produces an attractive, eye-catching pack 
age and also insures durability, flexibility 
and prevents leakage of juices. The bright 
gravure-printed package was manufactured 
by Shellmar Products Corp. (Mount Vernon 
O.) for Leyrer's Food Products Co. (Phila 
delphia). Leyrer's is also packaging dil 
pickles in the transparent cellophane-poly 
ethylene combination pouches. 


Holiday Package Ideas 
Discussed in Booklet 


Using specially designed corru- 
gated boxes for holiday packaging is 
covered in a booklet issued by Hinde 
& Dauch Paper Co. (Sandusky, O.) 
A dozen examples of different com- 
panies’ uses of the boxes are illus- 
trated and described. 

Among the examples in the booklet 
are special packages for Christmas 
tree ornaments, for holiday foods and 
candies, a luggage style box for holi- 
day hams, “linen” patterned boxes 
and a display dispenser for Valen- 
tine candies. One unusual package, 
a children’s gift item, is in the shape 
of a “barn.” The “barn” houses a 
jar of Borden’s Hemo and a milk 
mug 

The booklet also contains a discus- 
sion of printing, holiday package 
colors and gives a list of 40 items 
that lend themselves to _ holiday 
packaging 


Unique Printing Process 
Improves Label Designs 


A new reproduction process that 
provides over a 1,000 distinctly dif- 
ferent nuances for formerly solid 
color areas used as backgrounds for 
brands, art, etc. on food labels and 
cartons has been developed by Ros- 
sotti Lithograph Corp. (North Ber- 
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gen, N. J.) packaging consultants 
and manufacturers. The new process, 
called Vibratone, has been intro- 
duced for a variety of cartons in the 
food packaging industry. 

Vibratone, according to Rossotti, 
solves the problem of uniform color 
distribution over solid areas and also 
makes possible the use of many deli- 
cate tints in solid areas. Fine lines, 
criss-cross effects, dots and diago- 
nals appear to be imbedded in the 
formerly solid-color areas with the 
new process 

More than 400 different Vibratone 
backgrounds have been produced for 
various packages since the introduc- 
tion of the lithographic process. 44 





Blue Ribbon Winner . 


the surface design and printing class of the 


. Top prize in 


first annual Fibre Box Assn. package compe- 
tition went to this container manutactureda 
by Stone Container Corp. (Chicago). The 
box, created to house an Admiral televisior 
set, has a distinctive over-all background 
pattern printed with an aniline roll. The 
awards for each of 17 classes in the compe 
tition were made at the spring meetin of 


the association in Chicago 


New Window Ice Cream 
Package Boosts Sales 


Cellophane window cartons have 
invaded a new field—ice cream 
packaging. Richman Ice Cream Co 
(Sharpstown, N. J.) has marketed 
a new window carton, believed to be 
the first used for mechanical filling 
in the ice cream industry. 

In pre-marketing tests, the new 
window carton outsold Richman’s 
former opaque carton by as much 
as two to one. The package carries 
an illustration of a heaping dish of 
ice cream with the actual product 
showing through a die-cut window, 
filling the dish 

Packaging costs for the new car- 
ton, including three-color printing 
and the die-cut window, are about 
the same as the price of five-color 
reproduction frequently used _ to 





show a picture of the product. The 
new carton was designed to meet 
the growing trend toward self-serv- 
ice ice cream sales. 

Richman’s carton was develope: 
jointly by the Sylvania Division of 
American Viscose Corp. and Bloom- 
er Bros. (Newark). Testing of « 
large number of samples was nec- 
essary before suitable’ materials 


were found for the package. a4 


Offer Label Samples 


Custom-made embossed labels 
seals and tags, made from paper, foi 
or metal are available from Foxor 
Co. (Providence, R. I.). The com- 
pany offers a variety of samples fo. 
inspection by interested admer 
Foxon sample packs include a wide 
variety of different kinds of em- 
bossed printed material ranging 
from small string price tags to wrap- 
around labels for jars and cans 


Revise Cellophane Chart 


Forty-one different types and 
gauges of Sylvania cellophane are 
listed in a “Characteristics and Uses” 
chart revised and re-issued by Syl- 
vania Division of American Viscose 
Corp. (Philadelphia). A brief de- 
scription, including moisture and 
thickness properties, heat-sealing 
and non-heat sealing types, etc. and 
recommended uses for each are given 
in the chart 





Medicine Drops .. . Lakeside Labora 
tories (Milwaukee) is redesigning the label 
and packages of its entire line of pharma 
ceutical products to provide druggists with 
attractive, easily identifiable units for pre 
scription department shelves. The new labe 
design resembles an enlarged “medicine 
drop’ and replaces the old circle design 
Gilbert Gettlemen (Milwaukee) is the de- 


ner 
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Sales Aids 


via a 


House Organ 


By E. J. Watley 
tising & Sales Prov 
Manaqe 


Montreal 


sons 


ers and accessories, the de al rma 


aga- 


zine put out by Ronson Art Metal 
Works Limited (Canada) last April 


became a cleve1 spring pacKage 1S- 


sue. The two-color, eight-page mag 


Mat 


azine (know nas Ron son Sparks) was 

prepared in Life format (10x131!z ! 
on 160M offset stock and incorporated vid ; ] The 
editorial 


n 
aids and distinctive enclosures national consume! 


j 


1aterial, offers of free sales cs showed 
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keeps giving through - years 


with their ad agency, Grey of New 
York) decided to make their Sparks 
mailing of even more immediate use 
to the retailer. It was planned to in- 
clude three small counter display 
cards, a revised price list and a news- 
paper mat sheet, as well as the re- 
quest card for other sales promo- 
tional items, right with the magazine. 

The problem was how to insert 
these items securely (the magazine 
is mailed without an envelope) and 
attractively; where to place them so 
as not to interfere with addressing 
(done by Addressograph machine on 
lower right hand corner of front 
cover); and what stock to use for 
each enclosure to make them practi- 
cal and yet light in weight for mail- 
ing. 

Production meetings were held be- 
tween the editors and the printers, 
H. Harding & Sons (Toronto), in or- 
der to work out the best possible 
means of overcoming these problems. 


> The counter cards (4x6” ) were de- 
signed to boost Ronson lighters as 
Mother’s Day, Father’s Day, wedding 
and graduation gifts. On the back of 
each display was reminder copy to 


Graduation ? 
Ve Jour des Péres, 21 juin 
q =§ au PRINCE DES PERES .. 


donnez un RONSON 


Display Cards... 





These display cards were bound into an issue of Ror 


son Sparks. Two series of three cards each were used—one series in English 
the other in French. On the backs of the cards were sales suggestions for store 


clerks. Typical: 
Five-Flinter 





sales personnel to sell Ronson acces- 
sories with the sale of a lighter. They 
were printed letterpress in two- 
colors on Oriole Bristol kid-finish 
board. It was decided to print the 
four cards (three display and one 
request) on two strips, 15x4”. Three 
blank inches of board were left in 
the middle of each strip which was 
then centered across the open maga- 
zine and fastened in with the stapled 
binding. 

This placing was carefully worked 
out so that all four cards were far 
enough within the magazine borders 
to prevent damage in the mails and 
to be out of the way of the section 
where addressing would be done. 
Diagonal perforations on each strip 























Complete your sale... 
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Bound in Book . Display cards were bound in Ronson’s house organ as illustrated 


above. Each card was scored (1 


business reply card for ordering 
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and perforated (2). The flap of the upper card (3) was a 
other advertising materials. 





sell a can of Ronsonol and a Ronsor 


. your customer will thank you! 


Only the best for the QUEEN OF YOUR HEART 


a beautiful, useful 


a) RONSON LIGHTER 


MOTHERS’ DAY, 
MAY 10th 





provided for easy removal from the 
magazine. An easel back for each dis- 
play card was indicated by vertical 
scoring. By including these cards in 
the issue, the editors were sure of 
having them on the dealers’ counters 
and in their windows well in ad- 
vance of the gift occasions they her- 


alded. 


> Also aimed at timeliness and fast 
action were the newspaper mat sheet 
and revised lighter price list which 
were enclosed. Both were printed 
offset—the mat sheet on light news- 
print, the price list on yellow super 
calendar stock They were inserted 
between pages and he Id in safely 
when the edition was folded and 
seal-fastened 

The stock chosen for each en- 
closure was of great importance. For 
mailing economy, they had to be light 
in weight yet the display cards had 
to be heavy enough to stand up 


Working 


Ronson se- 


properly on a counter 
closely with the printer, 
lected a suitable stock for each, then 
had a dummy prepared and submit- 
ted to the General Post Office for 
weighing and postal O.K. The choice 
of each was so good that postal ap- 
proval was given and a 
printed meter rate agreed upon at 
just three cents anywhere in Canada 


readily 


>» Easy-to-read, the magazine fea- 
tured various type faces ranging from 
60 pt. Alternate Gothic for head- 
lines to 8 pt. Bodoni for captions and 
body copy. Some Twentieth Century 
Sans Serif was used for variety. 
All preparation and _ production 
was done with speed. The first of the 
long run came off the presses just ten 
days before Mother's Day, first of the 
special occasions it was designed to 
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promote. Copies were delivered to to cover the provinces of Ontario, MORE GARDEN CITY 
Ronson advertising dept. and were Quebec and British Columbia. 
handled by an Addressograph oper- Gift-Pax was established four CUSTOMERS DRIVE 
itor at the rate of over 1000 per hour years ago by three advertising 

In addition to the straight retail agency account executives. The com- CADILLACS 
nailing, a package mailing was made pany began distribution with 88 
to all Ronson distributors in the jew- hospitals in the New York city area 
‘ry, tobacco, drug, hardware and and now the service operates in 


(than one-horse shays 


sift trades. Each distributor received more than 1,300 hospitals across the 
1 “telegram” emphasizing the value country. Local representatives offer 
§ the issue to him plus a Sparks the service in such cities as Dallas, 
yromotion kit for each of his sales- Ft Worth, Pittsburgh, Cleveland, 
men The kit contained a copy ol Portland, Mobile and Toledo. Ove: 
Sparks, a promotion “tip” sheet and 1,200,000 packages are distributed 
a supply of sales aid request forms each year. 

for their accounts. These, too, were The service is open to manufac- 
prepared in both English and French turers of baby products and groom- 
Copi s of Sparks were also sent to ing aids and cosmetics for women. In 
radio stations carrving the Ronson addition, many local firms, including 
network radio shows along with the diaper service companies, savings 
dealer radio ~*ripts for selling local banks, insurance companies and re \ recent surve} 


: : ae 4 1 haven't bothered to mak 
radio time to Ronson dealers. Bridi tail stores, participate in the sam- 
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counselors in department stores pling operation a 
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ross Canada were also presented businessmen They're 


ps toi in the fundament 
successi 
ample 
direct iling, tl 
Garden City Envelope 
automatically assures t 
juality, unbeatabl 
lowest prices a 
necessary to profita 
Naturally men display 
perspicacious sagacity 
bound to be successful 
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successful men are a darned 


more likely to drive Cadill 


one-horse shays 
WANNA DRIVE A CADILLAC, TOO? 
M ivbe a series of 


AGA he o oF direct-mailings is al 
We can furnish h 
322-486 “Et 


helpful service 


envelopes you ¢ 


money. Give 


76 9875 ( 1elia 77-3600 


eg 


eel SPECIALISTS IN ENVELOPES 


b AND OUTSTANDING SERVICE 


thinking about your C 


67237 BEET) 55065) APRN eso | « MERCHANDISE 
AIR MAIL 


CATALOG STYLE 
POSTAGE SAVER 
; LD PACKING LIST 

hica slendar: now available fc | e OFFICE SYSTEMS 
yitt-P ) Yn: end w available 
Gilt-Pax Plans Canada ee ae ae 
EVERY OTHER STYLE 


License for Promotion 


m™m € ence r 


Extension of Sampling 


Gift-Pax (New 
chandising sampling ice for \ miniature reproductior f the plat é PHONE OR WRITE 
mothers, has announced that i ill iuthentic in r and cover the 48 state 
expand its service to include parts 
of Canada. Initially, Gift-Pax will 
cover the me tropolitan areas of To- 
ronto, Quebec and Montreal. Late 
the company will extend the servic« 


AROEN Ciry Envetore Co 
3001A NORTH ROCKWELL STREET 
CHICAGO 18, ILLINOIS 
Phone COrnelia 7-3600 
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ARE YOU PUTTING 


SALESMANSHIP 
ON YOUR ENVELOPES? 


The face and back of your 
envelope is valuable 
selling space. Let us 
show you how to use 
this space at low 
cost to make 
more sales... 
phone 
NEvada 8-1200 


500 N. Sacramento Bivd., Chicago 12, III. 


GAW-U HARA 


MAKES ENVELOPES 
FOR EVERY NEED 


PO ”, Envelopes 


ne DELIVERY 
QUALITY 


WILL A | 
a HD 


on N comics 


PASTE BOUND BOOKS 
NEWSPAPER BROADSIDES 
TABLOIDS - DIRECT MAIL PIECES 


DO IT FAST and RIGHT AT 


Shopping News Press 


5308 HAMILTON AVE. CLEVELAND (4, 0, 
HEnderson 1-4444 Teletype CY-25 


CIRCULARS 


ICT. ee A ee) Od 


SAVE TIME ° MONEY 


LT Md ed 
On Newsprint Are Our Specialty 
Write for Samples! 


MAT SERVICE 


DIRECT PRESSURE 


FROM YOUR ENGRAVINGS OR ELECTROS 
Re eT Ct) ee 


FOR CHAIN STORES, MANUFACTURERS. 
LARGE QUANTITIES — FAST SERVICE! 


Pe ee ag 
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relations has been developed by Solan " ie 4 
Aircraft Co. (San Diego). The com- * sa em 
pany has adopted an e ffective pro- nang <n 
gram to plug the wonders of the 1 
Southern California city me 

To do this, Solar developed a E _ 
“campaign” consisting of 18 designs P} 
for postage meter ad plates, each a ean 
miniature billboard aimed at selling 2e eae 

} some speci al feature of the area PhillipsRa 
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by Solar Aircraft Co 

Solar Gives Community bilities, Edn 
ident sald, 

Relations New Iwist comes and 


A new twist in community public 


| Solar uses the designs to make pli ates 


| Diego firm or organization 


for its postage meter and every lette: 
that goes from the plant to cities 
throughout the U. S. and abroad car- 
ries one of the messages 


>But Solar didn’t stop there. It is Twenty-t 
offering its postage mete! plates Ill. are cast 
without charge to any other San gimmick 


that de- 


sires to use them. It is also offering 





tributed by the Elgin Nationa 


» its depositors 
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Industries Cash In 
On New Bank Checks 


wo industries in Elgin 


ing in on a new publicity 


1g Gis- 


unique check bein 


l Bank 


the use of the original artwork t The unusual design of the checks 
make other types of plates or to rtrays trade names of the town’s 
reproduce the designs in the forn fond ng industries. Items ranging in 
of rubber stamps, engravings or by size from tiny metal screws to farn 

| other methods silos are pictured montage on 
Looking at the long-range possl- the checks 44 
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PAPER BUYERS 


This guide offers some basic considerations 
to help choose the right printing paper 
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LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 


























Vancouver Coast Paper Company 
J. G. Fraser, Ltd. 
George C. Henderson Company 
Winnipeg Clark Bros. & Co., Ltd. 
Montreal Kruger Paper Company, Ltd. 
Quebec Kruger Paper Company, Ltd. 
HAWAII 
Honolulu Bader's Display House 
WASHINGTON Zellerbach Paper Company 


UTAH Carpenter Paper Company 
Dixon & Company 

Zellerbach Paper Company 
Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 


Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 


Joseph E. Podgor Company 





Pittsburgh Cappy & Company 
OREGON Zellerbach Paper Company 
OKLAHOMA Carpenter Paper Company 
OHIO 
Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Dayton Bert L. Daily, Inc 
Cleveland Alling and Cory Company 


NORTH DAKOTA 
NORTH CAROLINA 


John Leslie Paper Company 


Charlotte Charlotte Paper Company 
Raleigh Raleigh Paper Company 
NEW YORK 


New York City Eagle Supply Company 
Henry Lindenmeyr & Sons 
NEW MEXICO Carpenter Paper Company 


NEW JERSEY 












Newark J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
NEVADA Carpenter Paper Company 
Zellerbach Paper Company 
NEBRASKA Carpenter Paper Company 
MONTANA Carpenter Paper Company 
John Leslie Paper Company 
MISSOURI 


Kansas City Bermingham & Prosser Company 


Carpenter Paper Company 







St. Louis Bermingham & Prosser Company 
Tobey Fine Papers, Inc 
MINNESOTA Carpenter Paper Company 
John Leslie Paper Company 
MICHIGAN 
Detroit Butler Paper Company 


LaSalle Sign & Artist Supply Co 
Lewis Artist Supply 
Flint Flint Paint & Varnish Company 
Grand Rapids Quimby-Walstrom Paper Co 
MASSACHUSETTS 
















Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Springfield Paper House of New England 


Worcester Storrs & Bement Company 


IOWA Carpenter Paper Company 
INDIANA 
Indianapolis Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 






Chicago Chicago Paper Company 
Swigart Paper Company 
IDAHO Carpenter Paper Company 
Zellerbach Paper Company 
GEORGIA 
Macon Macon Paper Company 
Savannah Atlantic Paper Company 
FLORIDA 


Jacksonville Jacksonville Paper Company 
Miami Everglade Paper Company 











Orlando Central Paper Company 
Tallahassee Capital Paper Company 
Tampa Tampa Paper Company 


WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 
Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 











COLORADO 
CALIFORNIA 


ARIZONA 










ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept.R8,830 Isabella St. * Oakland 7, Calif. 











Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards « Signcloth * Brushing 
and Spraying Colors + Silk Screen Colors 


* Trademork reg. 
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This month's Paper feature was 
taken from one of the most helpful 
single books on printed matter avail- 
able today. The colorful 40-page 
volume is ‘‘More For Your Printing 
Dollar,"’ published by Kimberly-Clark 
Corp. (Neenah, Wisc.). Kimberly-Clark 
has granted AR permission to reprint 


this copyrighted material as a service 
to admen. 


Complete copies of the book from 
which this material is digested are 
available through the AR Reader's 
Service department. For your copy, 
circle No. 802 on the Reader's Service 
Card inside the back cover of this 
issue. 






The well-illustrated volume takes 
printed material from the planning 
stage and follows it step-by-step until 
it is ready to do a selling or infor- 
mational job. The introduction explains 
the book's purpose: 













‘Believing that a practical set of 
general suggestions for 





getting a 





a medium to high gloss finish, more 
opacity, and is used for letterpress 
books, catalogs, advertising pieces, 
etc., having fine screen halftones. 
Basic size: 25” x 38”. 


¢ Enamel papers: Another term 
for coated papers, usually to denote 
higher qualities. 


® Machine coated paper is clay- 
coated on the paper machine in a 
continuous This process, 
while relatively new, has been used 
for many years by a few mills; it has 
now become so generally adopted 
that a very high percentage of all 
coated paper is produced by the ma- 
chine coated process. In fact, buy- 
ers with an eye on quality for an 
economical price are insisting on 
modern grades of machine-coated 
stocks instead of the higher-priced 
enamels. 


process. 


¢ Offset papers include a variety 
of sheets designed especially for off- 
set lithography. Many different spe- 
cial finishes are available such as 
wove, linen, etc. Offset papers today 
are also available in smooth coated 
finishes. Basic size of offset papers 
is Zo” 238”. 

There are dozens of other types 
of printing papers, but those listed 
above are probably the most com- 
monly used. 


> Specialists who know papers thor- 
oughly often discuss acidity, bulk, 
“color,” tensile strength, and many 
other technical characteristics. For 


More For Your Printing Dollar 


greater return out of the printing dol- 
lar would be welcomed by buyers and 
printers alike, Kimberly-Clark Corp. 
has prepared this book. This is not a 
textbook on printing. Neither is it a 
comprehensive guidebook covering all 
details of graphic arts purchasing. It 
is instead an attempt to show the 
average user and buyer what general 
procedures he can follow to avoid 
excessive cost and inefficiencies in the 
planning and = purchasing of his 
printing.” 

“More For Your Printing Dollar’’ 
covers such subjects as preliminary 
planning, relations with the printer, 
format, copy, layout and art, photog- 
raphy, composition, engravings, press- 
work, binding and finishing, in addi 
tion to the material on paper. 

In addition to complete discussion— 
in layman's language—of each sub- 
ject, the book contains over 75 helpful 
illustrations. Many show, step-by-step, 
how to accomplish every day tasks— 
and save money by doing it properly. 





instance, a group of papermen at a 
luncheon recently were overheard 
discussing nine different 
of white papers 
“cream”-white, “neutral”’-white, 
etc.). Surely it isn’t necessary for 
the average printing planner and 
buyer to be familiar with such de- 
tails of paper. More important to him 
are such qualities as_ foldability, 
opacity, and feel. A sheet must fold 
well for nine out of ten commercial 
jobs. It should not be too transpar- 
ent, even in lighter weights. And it 
should have a “feel” in keeping with 
the quality of the printed piece it- 
self. The color cast and other char- 
acteristics of a sheet are debatable 
questions—many times a matter of 
opinion. The printability of the sheet 
iS paramount. 


“colors” 


(“blue”-white, 


Some buyers of sizable printing 
jobs have their paper made by the 
mill to their own specifications, but 
this is not the case with the average 
user, who usually wants his paper 
in a hurry. 

The ordinary procedure is to have 
the printer get the necessary stock 
from his paper merchant. In every 
town of any size there will be a fair 
supply of several kinds of paper. For 
small runs the printer may have 
plenty of stock on hand for the job, 
but usually a large run requires an 
order placed through the paper mer- 
chant. The printing buyer will be 
wise to check several sheets that are 
available, and make his final choice 
along with the printers’ suggestions. 
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Often a particular brand in a certain 
weight and finish may not be readily 
available. It will save 
instances to place the 


time in such 
paper order 
enough so that no delay will 
from non-delivery of the 


early 
result 
stock 
>One of the key elements in plan- 
ning a printing job right at the onset 
Two of the 
determine size are the equipment to 


is size factors that help 
be used and the size of the paper 
available at press time. For the ut- 
most efficiency, 
be taken of the 
the stock 
with 


full advantage must 
paper. For instance, 
should be cut economically, 
little waste, 


‘ain running the 


and with the 
right way. (All 
with a definite 


very 
papers are made 
folds should always be 
planned to be made with the grain.) 

Many different size booklets, cata- 


logs, etc 


grain; 


. can be planned for efficient 


cutting out of standard size pape 
sheets, and for running economically 
on standard size presses. Here are a 
few of the most popula 
with the 


should be 


r sizes, al long 


stock size that 


envelope 


available 


AGE SIZE STANDARD 
TRIMMED ENVELOPE 


x 6 ~x6 


x x oS 
io 


INOUWUAG 
o 


NOTE: Many advertisers have their envel 


This is 
a good idea for large runs in cases where 


opes made up specially for them. 


standard sizes will not fit just right. It also 
permits more flexibility in printing the 


envelope flat, before it is folded 44 


New Envelope Features 
Listed By Garden City 


The external house o1 
Garden City Envelope 


cago), Postmark. 


contains 


Spring-Summer issue several in- 
formative features of interest to ad 


men. Typical are new uses for enve- 


lopes, new designs, bette: tasti! 


glue, and new picture window 
samples 


Also included at the 


magazine is a 2l- 


back of the 
point envelope 


checklist on specific-use envelopes 
Each envelope is illustrated and pri- 
purposes listed. The 


can serve not 


mary checklist 


only to determine 
whether envelopes on hand are being 
properly used, but to determine 
what type envelope might best solve 


a new problem 


August, 1953 
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1. 


2. 


PLANNING A 
SALES CATALOG? 


The creating of an effective sales cat 
to your selling and advertising — 


. ; 
ilize the maximum 


ney 1f you use 


NOTHING APPROACHES ‘‘THE SALES CATALOG"’ 


textDOOK a valual 


PUICC 


aiog represents 
: I 


FOR COMPREHENSIVENESS 


breadth and depth of the 


his condensed outlir 


CHECK LIST AND INDEX 
FOR CATALOG PLANNING 


Understand the Complete 
Function of your Sales Catalog 


Plan to Present Complete In- 
formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 
Plan for Convenient and Easy 
Reference 

— Adequate indexing. 
Assemble All the Facts Re- 
garding Your Products and 
Services 

Plan for Proper Usage 


— Format, layout, 
ing. 


color, bind- 


Be Sure Your Catalog Reaches 
the Right People, in Good 
Condition 

— Distribution. 


Are You Getting the Most 
Usage from Your Sales Cata- 
log ? 

— Related needs. 


Your catalog as a sales promo- 
tional unit. 


Select a Reliable Printer 
Use Fine Grades of Paper 


and 


D. Warren 
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1e of 


BETTER PAPER... BETTER PRINTING 


Warren's) 


‘STANDARD ) 
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FASTER, EASIER, 
top-o-the range cooking! 


from o hot fost Home 


to @ low simmer 


$© eary te remove- 
end to clean 


wMagic Chef 


ONE PIECE TOP BURNER UNIT 


more women cook or 


Magic Chef 
thon on any 


other ronge 


LLCO, watmactiors bor making three lovely 
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Ready for Letterpress 


By Glen Adair 
Prod iction Man 
ck & Assoc 

St. Louis 


ager 


Krup? ites Inc 


The 


ways 


production department Is al- 


to 
fast and on a budget 


on. the spot deliver top 
quality 
Here’s how rotogravure positives did 
1 Magic Chef Inc 

today for 


paint-up time in engraving shops are 


a job for us anc 

Charges strip-in and 
a big factor in high engraving bills 
All production men are looking for 
ways to keep this cost down as much 
That’s why 
happy to pass on the resu 
in 


as possible we are 


] 


i 


Its achievec 


a recent campaign for Magic 
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An agency production manager solved 
an engraving problem by using roto- 
gravure positives for art in ordering 


letterpress plates 


our production pal 


ynnick & Associates 
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to 
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picture 
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dates about one month apart individual supplements 


‘ate feature was selected for obtainable, or in R.O.P. The 














= 


Gravure Positives 


from the gravure engraver. At the left is the halftone positive; center 
p 


supplements that were printed roto- 
gravure presented no problem. Since 
we had to make negatives for This 
Week and American Weekly, it 
was a simple matter to supply their 
requirements, through the roto- 
gravure engraver. 

However, since it was necessary to 
make up special letterpress news- 
paper plates for the R.O.P. papers, 
good reproduction would require 
further retouching of the main il- 
lustrations. We wanted to avoid 
this if at all possible, since it was 
almost certain that we would need 
these illustrations for further use in 
national consumer publications, di- 
rect mail, etc., which would not re- 
quire the heavy retouching neces- 
sary for best reproduction in the 


R.O.P. papers. 


> This was the problem, and the 
rotogravure positives solved it 
nicely. An easy and relatively in- 
expensive way to make these news- 
paper screen plates, without re- 
touching the original art, was found 
when the rotogravure engraving 
house furnished us with the con- 
tinuous tone positives for checking 
purposes. We were able to deter- 
mine that the mechanical sizes for 
American Weekly and This Week 
coincided with the sizes listed for 


R.O.P. papers. We decided to use 


38 


These are the positives as they came 
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the line positive; r 


these continuous tone positives as 
copy for the newspaper screen plates. 
Our art director had the positives 
retouched to eliminate some of the 
soft qualities prevalent in roto- 
gravure monotone, paying particu- 
lar attention to the areas of most im- 
portance in the features. This re- 
touching helped to hold much of the 
quality of the features when cut 
with the newspaper screen 

The engraver was then instructed 
to supply us with a screened Velox 
print of the over-all positive. Agair 
the retoucher was called in, this 
time to paint out those areas we 
desired as pure white and to hit up 
and darken where necessary with 
line technique to get good contrast 
for rough screen reproduction. This 
eliminated the costly and often un- 
satisfactory hand tooling of high- 
lights. 

The job was then returned to the 
engraver and an over-all line shot 
of the illustrations and a line shot 
of the type matter were stripped to- 
gether in one quick operation. This 
use of the continuous tone positives 
also lowered the cost of the news- 
paper screen plates by the elimina- 
tion of stripping many illustrations, 
this being taken care of on the roto- 
gravure negatives. The combination 
plate was then etched and finished 
for use in the papers. 


retouched by an artist 


FASTER, EASIER, 
top-o-the range cooking! 
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A. 
the composite positive. The positives were 
and then sent out for letterpress plates 


> To assure highest quality repro- 
duction, and since the papers in- 
volved were not great in number, 
we furnished electros to each of the 
papers to be locked up with their 
page make-up. This greatly reduced 
loss of detail due to shrinkage of 
mats. 

There was a time factor here also 
which we were able to overcome. 
The client desired as much tie-in 
advertising in the newspapers as 
possible. In order to do this, Magic 
Chef salesmen, as well as the sales- 
men on the newspaper staffs, needed 
preprints of the ads to sell the pro- 
gram in advance to dealers. Since 
the cost of rotogravure preprints is 
very high in relatively small quan- 
tities, we were able to make con- 
siderable savings by pulling pre- 
prints from electros of the news- 
paper ads which were made up at 
the same time as the rotogravure 
negatives, without removing the 
original art from the rotogravure 
shop and slowing their job 

Though the use of screened Velox 
prints is not new, we feel that the 
use of rotogravure positives in com- 
bination newspaper plates may be a 
twist not widely used. The pro- 
duction manager’s job today is as 
hectic as it is responsible and gives 
no promise of easing up in the fast 
track of the agency field. Deadlines 
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always seem too close and budgets 
just won't stretch. This method of 
handling a specific problem enabled 
us to save time and money, and fo1 
the client, beat the deadline. At the 
same time we achieved top quality 
reproduction 44 


Northwestern Offers 


Ben Day Wall Chart 


A handy 13 x 17}o wall chart 
showing a wide variety of available 
Ben Day tints is being offered by 
Northwestern Photo Engraving Co 
(Chicago). The chart contains sam- 
ples of 16 news tints, 10 line tints 
eight stipple tints, four grain tints 
ind five pattern tints 

Another feature of the chart is % 
gu de lo! the selection of tone value Ss 
It contains sampl s of six tones each 
or 55, 60, 65, 75. 85. 100, 110, 120, 133 


I 1 
ind iloUV-line screens 


Folder Outlines Steps 


In Gravure Production 


Give Hints on Copy tor 


Flexographic Printing 


ise in analine printing, j 
lished by Mosstype Corp 
lyn), makers f rubber printi 


plates and design rollers. The guide 


} 


; - : 
describes and illustrates the seven 
basi factors that must be ¢ ynsiaerea 


in planning artwork for rubber plate 


printing 


The guide also contains informa 


tion on colo) separation and shows 


examples of composite and _ sepa- 


1 


rated artwork 
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NEWSPAPER 


» Day & Night 
service! 


SEeley 8- 
1010 


LAKE SHORE ELECTROTYPE DIV. 


ELECTROGRAPHIC CORPORATION 
1224 W. VAN BUREN ST.- CHICAGO 7 + PHONE SEeley 8-1010 





c©HIicaAcoe 


Jahn & Ollier 


ENGRAVING CO. 


817 W. WASHINGTON BLVD. + CHICAGO + MO 6-7080 





PREMIUMS, 





A Plastic Dish... 


Premiums Bring ‘em Bb 


By Paul D. Graning 
| Vice President 
! Tastee Freez Corp. of America 





Development of customer identifi- 
cation of our soft ice cream products 
is the goal of a $1,000,000 premium 
give-away program currently being 
carried on by the Tastee Freez Corp. 
of America and its scores of fran- 
chiseholders throughout this country 
and five other areas. The program 
| began with the opening of the sum- 
mer ice cream season and will con- 
tinue until most of the organization’s 
700 stores have closed for the winter 
next November. 

The Tastee Freez organization is 
composed of a series of local corpor- 
ations set up by individual franchise 
holders, some of whom have othe: 
business interests and leave the ac- 








tae — by pes aa J 


10 





Miniature Dolls . . 


tual development of their territories 
to field employes. The parent cor- 
poration makes no charge for fran- 
chises. The individual stores are 
owned by their operators, who pay 
service charges based on their sales 
of the Tastee Freez soft ice cream 
mix. This service charge amounts to 
30¢ per gallon, 20¢ of which is paid 
to the franchise holder, and 10¢ to 
the Tastee Freez Corp. This service 
charge is the only profit made by 
Tastee Freez and its franchise hold- 
ers. All supplies, plastic items, et 

are handled on a non-profit-cooper- 
ative basis through a buying associ- 
ation 


> The principal Tastee Freez prob- 
lem is not one of building sales vol- 
ume, since no one has to “sell” ice 


Rather, our problem 


cream in July 





n 





Relish Dish... 


ack tor More 


A variety of plastic premiums is being used by Tastee Freez 


to build repeat business for its soft ice cream this summer 


is that of educating the public to dis- 
tinguish between our soft ice cream 
and that of other companies in this 


comparatively new field 


In addition to the Tastee Freez 
Corp., there are two othe: large 
chains and thousands of independent 


stores in the soft ice cream business 
All sell much the same product. The 


three major chains market their ice 


cream trom a drive-1n type ot instal- 
iatlion and most ot the small inde- 
pendents have adopted the same 
type of location. As a result, most 
soit ice cream. stores ioOOK muchn 
allKe 

Pp . 17 ? r YY ] “~T1 

because ol these simuarities in 


products and installations, the public 
is all too prone to patronize just any 


ice cream store without regard for 
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A WHALE OF A DEAL 


You Can Add To Your Profits 
— By Using — 


SPOTSWOOD’'S Premiums 
and Advertising Specialties 


BOOST YOUR SALES 
By Using THEM 


PAPER FACE MASKS for Hallowe'en 


4 assorted designs lithographed in 4 beautiful offset colors. 
Die-cut, adjustable to all size faces. With advertisement in 
one-color as low as 1'2¢ each in large quantities. 


IT IS NOT TOO EARLY TO ORDER NOW 


We welcome your inquiries. Samples 
gladly submitted without obligation. 
ADVERTISING 


manuracturres or CHILD-APPEAL PREMIUMS ‘Srrcscncs 
SPOTSWOOD SPECIALITY CO., Inc. 


214-228 Jefferson — Est. 1895 — Lexington, Ky. 





All the Bases 
Covered by 
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Completeness is the key to the growing popularity 
Of AA in the advertising and selling industry. 


One full year of AA—52 issues—only $3 
Order NOW on your letterhead. 


Advertising Age 


200 E. Illinois St., Chicago 11, Illinois 








Adult Appeal Black plastic sundae 
dishes appeal to adult Tastee Freeze 


mer hey In be re ed t j 


ina ae 


tion, all but the rings and charms are 
self-liquidating. These two items are 
given away with all 10¢ purchases 
Although it 
know definitely just which items will 


is too early as vet to 

. . 
prove most popular, over a period ol 
“dolls 
“jade” 


will be high on the list. There are 32 


time, indications are that own 
of all nations” in colors 
lel 
aolls In 


native costumes in each 


series, stimulating small girls—and 
their mothers—to collect com 
sets. We are told by our store owners 
that there is lively “trading” 
plic ates among collectors 

The dolls in color are 


to the side of 





six-ounce plastic sundae di 
are easily removable. Dolls in the 
jade series have black plastic bases 
to match black sundae dishes. Chil- 
dren play with the dolls, while thei 
mothers display them with thei 


knicknack collections 


> Another popular item with the 
younger set especially tne bovs 
is the “spinning top” sundae. This is 


a plastic sundae cup to which is at- 
tached a plastic peg Insertion of the 
peg in the center of the cup trans- 
f« 

1 17.9 4 
with embedded designs 


Othe: 


rms the cup into a spinning top 


) 
he cups come in assorted colors 


premiums designed espe- 
cially for the youngsters are simu- 
lated 


bracelet charms 


] 
silver and gold rings and 


The rings are en- 
closed in glassine envelopes for easy 
taping to the side of sundae dishes 


or other containers. The half-inch- 


long bracelet charms include such 


popular figures as Indian _ heads, 


dolls, horses and musical instru- 


ments. 


> Of appeal to adults are three types 


of plastic sundae dishes, double- 
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walled plastic glasses, futuristic milk 3uying Assn. at prices ranging from 
shake mixers and plastic pint con- $4.50 a thousand, or two-fifths of 


tainers. Six and ten-ounce sundae a cent each for charms, to 26¢ each 


a 
dishes are re-usable in the home fo: for the milk shake mixers and i eas 
holding cereal, nuts and other foods glasses. These low costs, of course 


or as molds or planters. A three- stimulate the store 


ownel to tak from 


compartment dish is useful in the full advantage of the entire premi 
home for serving relishes, jellies campaign 


" T 
cheese and similar products In the The buying association wa t up RCA \ ICcTO R 


Tastee Freez store, these dishes hold rigin ly to sell store owne! 


; : < 
the Banana Royal, with its three S ies needed in their operation tor promotions 


servings of Tastee Freez and sliced t ! low prices made possible D\ d . 
banana, and the Sundae Royal, with uk ying. Thus such supplies as an premiums 


three servings ol Tastee Freez in papel napkins containers and eceereeoeeoeeeeeeeseeeeeeee? 


three flavors 


dae rvel ire avali at 
] 


aes vs Want to coax a ca! 
The double-walled glass consists tion of th xpense incurred b 


1 Dy 1 its own Sales pitch 
ot two plastic glasses welded togethe1 dependen 


1] =a 
at the top with an ail space between items. All ! nprl i ZZ 
the inner and outer glass. It works with the 
on the same principle as the Ther- added 


mos jug to keep its contents cold and 


prevent ‘sweating The glasses come 


with plastic tops making them 
able for the sale of take-home 


“eevee eveee 


Or sell c 
| 


Custom Recor 


Spinning Top 


Ref lis ec ceceeccoce 
Comat = taal er ae If it’s your job 


Sc Value 


s tor only 15 


yoe purchase 


at of tastee freez 


“eet eeeeeeeeees 


> na Custom 
Evoe Rings os ey. Record 


iS 
, otf Sales 
e . Radio Corporation of America, Rca \ 


os OO New } 


oO CCG FH EOC HEHEHE OOO OO 6 


tree 
Charms 


et a ae = 
Nak 1s Ing } pa i oli r ing i 4 
ae , I I opt iden RCA Victor Custom Record Sales, Dept. R-80 
{ VA ' ) y Net ay a 
sold fil wit 1 ream 6 630 Fifth Avenue, New York 20, New York 
luded with the p hase ol i 7 Rus 
juart ® 


my) 1 i 
The final premium, our plastic pint baste ge” 


} : Ne = 
containers, may be used as refrige1 


ator dishes after th i ry 7 aed P 
lia Te ‘iiaiiaunnieil Tie-in Materials 
as JCC TI CMMovedad 


>Store owners purch: 


miums through the 
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response shown by their customers 
Operators of established stores find 
that traffic has stepped up substan- 
tially and that the volume of repeat 
sales to satisfied customers is steadily 
increasing. At the same time, dollar 
volumes have increased because of 
the stimulus to purchases of sundaes, 
malts, pints and quarts rather than 
lower profit cones 

Owners of new stores are making 
good use of the program in introduc- 
ing Tastee Freez products to thei: 
communities. Our franchise holders 
find that the program helps them to 
interest new store prospects, since it 
emphasizes the 


progressive oper- 


ational entire 


techniques of the 
Tastee Freez organization 
All of us are convinced that our 
premium promotion has gone a long 
way toward building that custome: 
identification so essential to success- 


ful merchandising of any product.4 4 


ASI Plans Premium Show 


A new advertising specialty show 
for established advertising specialty 
jobbers will be held annually begin- 
ning this year. The first show has 
been set for Aug. 29-Sept. 3 at Chi- 
cago’s LaSalle Hotel 

“We will telling jobbers 
about this show right away and will 
continue to bombard them with a 


begin 


direct mail campaign and effective 
reminders throughout the year,” 
Joseph M. Segel, president of The 
Advertising Specialty Institute, re- 
ports 

ASI is a private organization and 
not a trade association. It offers a 
variety of directory, credit and othe: 
services to manufacturers and job- 
bers of advertising specialties. Com- 
plete information on the show can 
be obtained from ASI offices at 6053 
Pine St., Philadelphia 43, Pa 44 


Norben Aluminum Trays. 
Other Premiums Listed 


Lustrous aluminumware 


tumblers, 


premil- 
trays, pitchers, 
coasters, bowls, ashtrays 
ished 


ums 


and pol- 
basswood serving trays are 
illustrated and described in a cata- 
log of brochures being distributed 
by Norben Inc. (Indianapolis) 

The aluminum tumblers are avail- 
able in several different styles and 
colors, in sets or singly. They range 
in price from $2.40 to $7.95 a set 
The aluminum trays are available in 
four different shapes and range in 
price from $13.08 a dozen to $2.50 
each 

Advertisers can from 18 
styles and five sizes of Hasko bass- 
wood serving trays. The trays are 


chose 


4t 





available in a lap style, folding style, 
bed stand and hostess assortment 
The trays and tumblers have proved 
particularly good premium packages 
in merchandising food products. 

Norben also lists in the catalog of 
number of newspaper mats available 
free for promoting the premium 
items. 


Incentive Firm Adds 
World Travel Service 


Because of a growing interest in 
special trips as prizes In sales in- 
centive programs, Cappel, Mac- 
Donald & Co. (Dayton, O.) has 
added a special world-wide travel 
service to its line of merchandise 
prizes. Special arrangements have 
been made with T. J. McGuire 
Travel Co. (Chicago) to handle this 
phase of the incentive firm’s opera- 
tions. 

In making the announcement, El- 
ton F. MacDonald, president of the 
Dayton company, pointed out that 
“travel has become a potent selling 
tool. World War II whetted the de- 
sire of Americans to see faraway 
places.” 

Prizes of trips will implement the 
incentive established 
merchandise 
awards with promotional campaigns 
to industry. Gifts are awarded on a 


firm’s long 


service of providing 


point system for sales accomplish- 
ments or other business objectives 
The travel can also be purchased as 
outright 


giits in 


connection with 


other industrial programs. 44 





The Old and the New ... Matchbook on 
the right dates back to 1898 and is reported 
to be the oldest 


commerc 


al advertising 


matchbook in existence 


It advertised Trav 


elers Insurance Co. (Hartford, Conn.) and 
sted company sets and liabilities. Match- 
book on the left is a urrent Travelers In 





surance matchbook ad 








Time for a Martini V 
taurant bartender (left) pours he 

alty dry mart made from Boott 
House of Lord n while Thomas P. No 
right) presents patron wit ve oclock em 
ay Seas” ¥ O ‘ oe 


Restaurant Gives Sign 
lo Dry Martini Lovers 


Restaurant owner Thomas P. Nolan 
increased business in his Villa Rosa 
(Woodmont, Conn.) by organizing a 
club for dry martini drinkers and 
giving each member a sign for his 
bar or rumpus room 

To stimulate demand for the house 
specialty, a dry martini made with 
imported Booth’s House of Lords gin, 
Mr. Nolan organized the Interna- 
tional Order of F.O.M. Ltd F.O.M 
standing for “Five O'clock Martini.” 
Mr. Nolan presented each member 
with a metal clock dial with hands 


; ar ; 
pointing to hive ociock, the name ol 


nam 
the restaurant and the slogan, “It’s 
Five O'Clock Somewhe re.” Each 
member also gets a membership card 
with the slogan “Some place in the 
world it’s alwavs five o'clock "7 
The club and iree sign have 
attracted so many patrons and tour- 
ists Mr. Nolan is increasing the size 
of his idea, de- 
veloped in conjunction with the Con- 
necticut manager for Park & Tilford 
Distillers Corp., William R. Keevers, 
has proved so successful, Mr. Nolan 
will offer to help other bars and 





restaurant. The 


restaurants establish local chapters 


of the International Order of F.O.M 
4¢ 


Firm Services Premiums 


covers everything from planning the 
promotion to sending out the pre- 
miums is offered by Coupon Service 
Corp. (New York). 


pany’s “five way 


Under the com- 
plan” 
are planned, items tested, procured, 
packaged and handled, and orders 
are received and filled. A complete 
list of the company’s services and 


Campalgns 


premium handling operations are in- 
cluded in a brochure distributed by 
Coupon Service 
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PRINTING & BINDIN. 


what 


every 


= (Gravure | 


know A leading gravure expert explains 


about... the fundamentals of a printing process 


which is growing in importance to advertisers 


By Len S. Pinover 


Lefferpress 


ntin a 


uous Tone 
Positives 
lalftone Negative 


na » Meto 
} Meta 


: . 
Copy 
Continuous t 
negatives 
Retouching The Author... 


Stripping . Len S. Pinover 
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Automatic silk-screen equipment 
for speed and economy. Spe- 
cialists in short run, large sur- 
face printing for outdoor and 
indoor advertising. 


4-COLOR SCREENOLITH 
PROCESS 


eT ete ta te 


Nabi tthibelite/ 
> DAY-GLO- 
a Tn ae ' 2 
The highest quality, lowest cost 
silk-screen printing in the United 
States. 





Ialese GGnkctbias 


1570 S. FIRST ST., MILWAUKEE, WIS. 


OFFICES IN: New York © Boston ®@ 

Pittsburgh © Detroit ©@ Chicago ® 

St. Lovis @ Dallas © San Francisco 
Seattle © Portland 





BOUND 
to Win 
SALES 
and 
PRAISE 













call 
for portfolios 


NEW sales kits 


easel binders 
IDEAS merchandise- 
presentations 


Algonquin 5-2552 
| 3 ~<< i i i ae ee a ee a a 


Fastest Service 





in Town 





Color Roto 
News-Dultgen Positives $200 
Conventional Positives 115 


>In cases where letterpress and 
gravure publications are on _ the 
schedule for the same ad, the same 
copy can be used for both processes 
This is so despite the fact that copy 
may have been prepared specially 
for letterpress to allow for 240°% lay 
of ink in heavy areas. Gravure will 
reproduce the copy as you have pre- 
pared it for any other process, and 
if you wish can still retain the rich 
deep values you originally had and 
may have been compelled to sac- 
rifice 

Where copy or a gravure proof is 
not available, a letterpress proof may 
be used as a color guide by the gra- 
vure engraver or printer. Allowances 
should be made, however, for the 
differences in ink, paper stock, o1 
special handling by the letterpress 
engraver 

Regarding types of copy for grav- 
ure reproduction, a joint committee 
of the American Assn. of Advertising 
Agencies and the American News- 
paper Publishers Assn. recently 
made an exhaustive study of the 
subject and listed the commonly 
used copy mediums in order of pref- 
erence 


1. Transparent water colors 

2. Opaque water colors—gouaches, 
tempera. 

3. Pastels—colored chalk 

4. Oil paintings 

5. Transparencies 

6. Carbros. 

7. Colored photographs, including 
Flexichromes 


>It is commonly believed that copy 

must be prepared in one piece for 

gravure production. This is not a 

necessity; it is merely a basis fon 

computing gravure production costs 

The following table shows four com- 

binations of copy with comparative 

costs for letterpress and gravure: 
Letter- Color 
press Roto 

2 Kodachromes $1,760 $1,656 

4 wash drawings 

1 type proof 

Color type 


Copy in one piece 1,022 1,122 
Line negative 
Reverse type 


3 Kodachromes 1,822 1,923 
2 pieces color art 

Line work 

Color type 


2 pieces color copy 1,300 1,298 
1 wash drawing 

1 Kodachrome 

Line work 






















Gravure in Packaging 


Gravure is rapidly growing in 
importance as a method for print- 
ing packages. Behind this trend 
are the following factors: 

1. In printing foil or cellophane, 
gravure imposes virtually no limita- 
tions on subject matter or art tech- 
niques as do other processes. 

2. Gravure employs a finer screen, 
with 150 line being normal for any 
of the commonly used types of 
stock. Letterpress uses a 100- or 
110-line screen for printing on fin- 
est clay-coated boxboard, 80 on 
patent-coated boxboard and 60 
on bleached stock 

3. With a finer screen, gravure 
requires only four process colors 
to reproduce most Kodachromes, 
colored photos or full-colored art 
Litho may require one or two more 
colors to produce comparable re 
sults. This means a saving in gra 
vure without sacrifice of quality 
4. Gravure results are affected 
less by inevitable variations in box 
board sheet thickness than is com 
mon with other processes 

5. For long runs, costs in gravure 
are considerably lower than in 
other processes 


>Any discussion of production 


charges brings us to the question of 
net and gross rates. All of the mag- 
azines printed in gravure are on a 
gross rate basis, which means that 
mechanical production charges are 
included in the space rate, with addi- 
tional charges made only when copy 
is submitted in more than one piece 

When four-color original or dup- 
licate positives are supplied, with 
progressive proofs, most magazines 
allow a rebate varying from $125 to 
$300 for full-page ads, depending 
upon the policy of the individual 
magazine. These rebates are paid 
directly to the agency 

Among the Sunday newspaper 
supplements, both gross and net 
rates are found, with the latter gain- 
ing tavor in recent years Parade, 
New York Times, New York Mirror 
and the New York Herald-Tribune 
edition of This Week cling to the 
gross rate. but the national edition 
of This Week, American Weekly, 
First Three Markets Group, the 29 
papers in the Metropolitan Group, 
and 12 in the Locally Edited Group 
are now on a net basis. 

The net rate is the figure for space 
only, and does not include any pro- 
duction costs. On this basis, the 
charges for making separation neg- 
atives and_ positives, retouching, 
stripping and proofing are paid 
directly by the agency or client. 
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> Another important 
quently raised about gravure con- 
There is little 


difference in the number of days be- 


question tre- 
cerns closing dates 


tween closing and on-sale dates fo: 
gravure Magazines as compared with 
In f t al 


letterpress a 
analysis made recently by Gordor 


magazines 


Pringle, production manager of Del 
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Introduce New Raised 


Ink Printing Process 


ilates brilliant 
icquel brushed mto papel by 
1aS been in- 
iced in tl country by Chrome 


Print Inc. (Hightstown, N.J.). The 
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Dobbs Creates Unusual 


\ddress Change Piece 


. t ‘ 
Ss ‘ ‘ 
no p } Py nd 
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ess and 1 St yat ns 


Buyers of Printing 
between 
Davenport and Omaha 





: 
and other 
located in 
customers of 


tell 





and alert 
service tl Ite adds to the effe 
enes 1 punch of their printed 
pieces. They well know that attent 
t Get S Ss a W Ts tribute 
yood to have Li ffi find 











e two Wagner service men show 
bove welcome pI t 
prove by tior b 
Letter press or offset. In the meantime 
we'll send you our house organ 
PRINTING POINTERS if you'll write 

Wagners Printers, Davenport, Iowa 


Pid 
A and ease 


PCat binders 


c. 
BELFORD CO., ih] 
317 WEST 47th STREET 


Ta ie (ok 
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“CLAREPORT" is made by BELFORD 
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No More Lost, 
Strayed or 
Stolen Copies! 


em, 
en * 


7% Tn 





THIS HANDY BINDER 


HOLDS TWELVE ISSUES 
OF 


ADVERTISING 
REQUIREMENTS 


Here is an attractive binder that 
will prove extremely useful to 
you. 


Holds a full year’s file of AR 
copies. Always accessible, just 
what you need for immediate 
reference. 


Takes just a few seconds to in- 
sert or remove any issue. 


Reinforced with metal de- 
signed to take plenty of handling 
Will last for years 


Mighty handsome, too, with the 
words “‘Advertising Require- 
ments” stamped in gold on the 
backbone, and a forest green 
Levant grain simulated leather 
cover 


USE THIS HANDY COUPON 
TO ORDER YOUR BINDER(S) TODAY 


ADVERTISING REQUIREMENTS 


200 E. ILLINOIS ST.. CHICAGO 11, ILL. 


Please send me 


AR Binder(s 


I am enclosing payment figured at $3.50 
for each Binder, includir all postage 
and handling charges 

MY NAME 


COMPANY 


STREET 
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Printing Facts Listed 
In New Miller Booklet 


More than 75 historical facts on 
printing and people who influenced 
printing have been compiled in an 
interesting booklet by Miller Print- 
ing Machinery Co. (Pittsburgh). The 
16-page booklet, “Facts About the 
Printing Industry,” offers capsule 
data on everything from who print- 
ed the first Bible to how many print- 
ing presses there are in the U. S 

Typical are the following examples 
taken from the booklet 


@ Books passed from scroll to pags 
form around 900 A.D., and in 949 the 
earliest known specimen of a book 
with one edge pasted in the modern 
manner appeared 


e The earliest known counterfeit- 
ing was done in China about 1068 


A.D 


e At Lyons, France, in 1539, printers 
went on the first organized strike 

The chief complaint was the working 
hours, which ran from 2 a.m. to 9 
p.m. They settled for new hours of 
3. a.m. to 8 p.m 


e Around 1000 A.D., wrapping pape1 
used by Cairo merchants was made 
from mummy wrappings stolen by 
the Arabs from the Egyptian Pyra- 
mids 


Schedule Trade Fair 


The first international paper and 
printing fair since 1951 has been 
scheduled to be held in Dusseldorf 
Germany from May 15-30, 1954. The 
1954 show, which has aroused con- 
siderable interest abroad, will be on 
a much larger scale than previous 
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Air Borne Copy A new air printir 


vice 1s beer na rated by Hayder 
8, € B p € esent ve 
Allar rte ett f Hayden & Cate 
packaac ot from W m Zoriaor 
f f t the print r » Bath me 
e well-known members of the Boston A 
ertisina Club 


- sales 
Half-Century Changes A 
presentation prepared for Kling Bros. En 
neering Works (Chicago) over 50 year: 
provide aq na 

entation just 
sans serif type 


nes and 





old fashioned woodcuts and ornate lettering 


of the turn of the centur 


y t ew bulletin 

emphasize nfarmative and «cream 

ned desian throughout to offer the createst 
") Die service to re é T eft wo 
prepared in conjunction w K Wen 
Van Auken, Ra ind & Steven nicago 


Offset Idea File Shows 
Variety of Job Samples 


will find a handy kit of reference ma- 
terial in an “Offset Idea File” issued 
by Rapid Copy Service (Chicago) 


The portfolio is packed with actual 


Anyone who uses offset printing 


job samples of offset printed materia 
ranging from simple folders and cat- 
alog she ets to large posters and hous« 
organs 

A variety of special art treatments 
and unusual uses of color are demon- 
strated by the samples. The material 
includes everything from black and 


white to full-color work 


Offer Clean-up Kit 


A compact kit which contains a1 


nstruction booklet and a handy wall 
chart as well as a set of chemicals 
for cleaning and strengthening Mul- 
tilith and Davidson offset duplicator 
plates is described and illustrated in 
a New York Graphic Sales Cory; 
(New York) leaflet. The leaflet lists 
the GraphiKit’s advantages—‘Ban- 
ishes in 60 seconds scum-ups, image 
breakdowns, image walk-offs and 
ink pick-up in non-image areas.” 
The GraphiKit can be used to clean 
metal, paper and_pre-sensitized 
plates 


F 
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Photogelatin Process 


Develop New Format = —— 
Explained in Booklet For Press Releases 


A complete descri tion of the 


11 
1 


photogelatin printing process 


tribution 


plained in an eight-page folde: 


adopted 
issued by Black Box Photo & Collo- 
type Studio Inc. (Cl , 


nica 


folder discus 


niques uses 


process 


Photog 


which 
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Yorkolor Booklet Shows 
tffective Use of Color 


Service Mounting & Finishing Co., 
Peart 


SERVICE BINDERY CO., Inc., 


YP O WN ce) ote NL eli aoe oe) 
* Portfolio rN mE yee | 
Specialists ¢ 
Finishers of Advertising Displays for Advertisers « 
* Lithographers * Printers 


August, 1953 











' Artists 


Photographers 


Photo Reproduction 


Services 


Stock Art Sources 


Stock Photo Sources 


Model Agencies 


Transcription Producers 


Motion Picture Producers 


Visual Aids Producers 


Entertainment Agencies 


There’s Still Time to Salute 





Your Favorite Advertising Supplier 


AR is all set to start pinning orchids on the nation’s favorite advertising 


suppliers 


as selected by AR readers. If you haven’t already sent in the 


names of the people who do an extra special job in handling your advertising 
production problems, there’s still time to pass along your recommendations. 
Starting next month, AR will publish the names of advertising suppliers who 


have received the most votes of confidence . . 


. and to each will go a special 


certificate. This is your opportunity to give public recognition to those who 
go out of their way to help solve your advertising problems. Just tear out this 
page, fill in your recommendations, and send it to The Editor, ADVERTISING 


REQUIREMENTS, 200 East Illinois 


e 


a“ 


\ 


~ 


e 


Display Producers 


Sign Manufacturers 


Display Placement Services 


Printers 


Decal Manufacturers 


Creative Services 


Typographers 


Premium Manufacturers 


Advertising Specialty 


Manufacturers 


Calendar Manufacturers 


\ 


St., Chicago 11, II 


Package Designers 


Package Manufacturers 


Exhibit Manufacturers 


Paper Supply Houses 


Mailing List Suppliers 


Engravers 


Electrographers 


Gravur 


Others 


oe 
e Service Houses 
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the effectiveness of 


The results of a series of tests made for NBC present a helpful 


guide for the preparation of more effective television commercials 
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Correlate Audio and Video 
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The Schwerin Tests 


To obtain the material reported 
in this article, the Schwerin Re- 
search Corp. invited a representa 
tive cross-section of about 350 peo 
ple to special TV sessions. As the 
group watched kinescopes of TV 
programs, the viewers indicated, at 
specific intervals, how they rated 
the various shows. 










Immediately after viewing the 
program, audience members were 
asked to write down, on a blank 
sheet of paper, the name of the 
product that was advertised and 
everything they remembered hav- 
ing seen or heard said about it in 
the commercials. They were also 
asked whether they believed cer- 
tain key claims made in the com- 
mercials to be true or false. 

These tests were followed by a 
discussion period, during which in- 
dividual audience members volun- 
teered their comments regarding 
the show and commercials. These 
comments were then rephrased in 
the form of questions for the whole 
audience to vote upon. Some pre- 
phrased questions, based on past 
experience with shows of a similar 
type, were also used. 

The final sample was post- 
selected after a complete analysis 
on the whole audience data. When 
a show (and its commercials) was 
studied for the first time it was 
tested at two sessions, so that the 
original factor analysis was made 
on a total audience of more than 
600 respondents. 

Samples were controlled on a 
minimum of three factors, with as 


many as six sub-groups within a 
factor. 






























idea. The second version won 44 
responses per 100 viewers on this 
sale point, while the first treatment 
received only 19 responses per 100 
viewers. 


This example illustrates anothe: 
point: if it is difficult to create a 
picture that accurately illustrates 
an intangible idea (clean breath, in 
this case), presenting the idea in the 
form of video copy can often be an 
effective substitute. It has the merit 
of creating a unified, simultaneous 
impression on the eye and eat 

However, creative ingenuity can 
often discover ways of illustrating 
even the most difficult concepts. On 
the opposite page are examples 
which show how effectively audio 
and video can be correlated—even 
when the idea is an intangible; in 
this case, the quality of the product. 
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>In two commercials for a prepared 
baking mix, the audio copy was the 
same: the quality of the product 
was assured through the use of the 
finest ingredients. In Commercial 
“A” the point was made while show- 
ing a housewife using the mix. The 
choice ingredients were the reason 
why the mix invariably produced 
delicious cakes. That treatment won 
a recall of 8° for the quality story. 

In Commercial “B” the video very 
literally followed the audio copy. 
When the announcer spoke about 
fresh, rich milk, the screen showed 
milk being poured from a pitcher. 
When he spoke about fresh eggs, the 
video consisted of a number of eggs 
being taken from a newly-opened 
carton. As each ingredient was 
mentioned, it was simultaneously 
shown on the screen. This treatment, 
with a high continuity of audio and 
video, achieved a recall of 21°) for 
the quality of the product. By mak- 
ing a double sensory impression on 
the audience, the impact of the sales 
idea was increased over 150%. 


Demonstrate .. . 
Demonstrate .. . 
Demonstrate 
Very closely allied to correlated 
audio and video is demonstration as 
a technique for increasing the effec- 
tiveness of TV commercials. People 
are more likely to remember ad- 
vertiser claims of product perform- 
ance if they see that performance 
demonstrated, i.e., proved. When- 
ever possible, therefore, a_ sales 
claim should be demonstrated—and 

described at the same time. 

The common sales idea in two 
commercials for a cleanser was that 
the product makes it easy to clean 
greasy pans. In one version, Com- 
mercial “A”, the housewife was 
shown holding the cleanser in one 
hand and a nice shiny frying pan 
in the other. The pan was realisti- 
cally clean. It looked as though it 
had been washed, not silver-plated 
for the benefit of the TV camera 
The audio copy spelled out the re- 
wards for product use: clean pots 
and pans with little effort. The 
audio and video were correlated to 
the extent that the clean pan was on 
the screen while the announce: 
talked about it. What was not dem- 
onstrated was the fact that you 
could achieve this result “easily.” 
This treatment won 6 responses per 
100 viewers. That is, only 6% of the 
respondents recalled the easy clean- 
ing claims of the product. 

A second approach to this sales 
point started by showing the house- 
wife holding a greasy pan. It was 
clear from the audio and video that 





she didn’t like the job of cleaning 
it any more than the next woman. 
But there was an easy way of doing 
it. She moved over to the sink .. . 
sprinkled the cleanser on the pan 

. swished the powder with a dish 
rag .. . rinsed and wiped. And 
before your very eyes, you saw a 
complete demonstration of the prod- 
uct’s speed, ease and _ efficiency 
Twenty-eight per cent of the view- 
ers of this commercial remembered 
that the cleanser cleans pans easily 
A complete demonstration increased 
recall more than four times 


>But even convincing demonstra- 
tions are not without their pitfalls 
This is aptly illustrated by a sham- 
poo on which commercial tests were 
run. A major sales point for this 
product is its high sudsing quality 

One commercial demonstrated this 
quality by showing a model washing 
her hair with the shampoo, which 
created a tremendous volume of 
suds. A second commercial showed 
two models washing their hair. One 
of them was using the advertised 
product; the other, an unnamed 
competing brand. Each used the 
same amount of shampoo. But the 
difference in the amount of suds 
produced was very much in favor 
of the advertised brand. 

And the difference in recall of the 
sales point was very much in favo: 
of the comparative commercial. It 
won 40 responses per 100 viewers 
as against 20 per 100 viewers for the 
simple demonstration 

The findings are easy to rational- 
ize—after the results are seen. But 
the examples serve to point up the 
fact that even a convincing demon- 
stration can be made more effective 
if the viewer is given a yardstick by 
which to measure the performance 


>Even a sales point as intangible 
as “high quality” can be demon- 
strated by ingenious creative people 
They were certainly put to the test 
in preparing commercials for a pack- 
aged meat product 

There were several sales ideas 
about the product for which almost 
all commercials won high recall: the 
careful packaging the ease of 
preparation . and taste. But in 
every case the recall of the high 
quality was exceedingly low 

Finally, a very effective demon- 
stration of “quality” was achieved 
Commercial “B” showed a whole 
side of beef. Then cut after cut 
was trimmed away and discarded 
while the announcer explained that 
they did not meet the quality stand- 
ards of the product. The meat that 
was finally left—the portion that 
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A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 


come from—those ideas which make 
successful novels, radio programs, 
moving pictures, sales campaigns 
and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to answer 
this question for his students at the 
University of Chicago. The result 
is a little book which you can read 
in an hour but will remember the 
rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously follow 
in producing ideas. He shows you 
how to train your mind so that idea 
production is, as he says, “as definite 
as the process by which motor cars 
ire produced.” 

Enthusiastically endorsed by sales 
managers, editors, advertising men, 
salesmen, business executives, col- 
lege professors and students who 
have read it. Send for your copy of 
A TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid 
10%, discount in quantities of 10 or 
more 
Advertising Requirements 
200 E. Illinois St., 

Chicago 11, Il. 


Gentlemen: 


Please send me on 10-day money- 
back guarantee........copies of “A 
Technique for Producing Ideas.” 


Enclosed is $ 


Name 

Company 

Address 

City . Zone. . .State 
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gadgets and montages and the mil- 
lion-and-one special effects tele- 
vision permits. There’s no question 
that, properly used, these camera 
techniques can be very effective. 
But when they are mis-used, forced, 
or introduced simply for the sake 
of creating special effects, they 
weaken the very results they are 
seeking—advertising recall. 

In Commercial “A” the camera 
work could have qualified for a Hol- 
lywood award. The sales points in- 
volved before-and-after appearance, 
product in use, and lapse of time 
Presumably to bring out these points, 
the camera produced montages of 
faces and places and dates. There 
were beautifully executed dissolves 
and superimpositions. Technically, it 
was a masterpiece. But the sales 
point achieved only 11 responses per 
100 viewers. 

In the second commercial the same 
sales points were made without the 
special effects. The camera work 
was exceedingly simple and the copy 
followed suit. And this simpler ver- 
sion achieved a response of 34 
three times as great as the most 
expensive production number. 


>The test results are very explicit 
on the use of special effects. The 
point they make is not to shun them 
absolutely, but to avoid using them 
merely because they are entertain- 
ing or novel or they represent a 
great technical feat. These very ef- 
fects may prove to be distracting 
and confusing to the viewers, with 
inevitable loss of recall of the sales 
idea. 

At the same time the findings en- 
courage use of trick devices when 
the camera can be used to strengthen 
the sales point the commercial is 
trying to establish 

How ingeniously this can be 
achieved can be illustrated by another 
example from the files. The product 
represented a real challenge. It could 
best be described by explaining what 
it was not. 

In one commercial the announcer 
was shown holding the product while 
he explained what it was not. The 
results were unsatisfactory, almost 
to the point of being non-existent. 
Only 2 viewers out of 100 recalled 
this feature of the product 

In another commercial the camera 
focused on a row of products clearly 
identifiable as a soap, a cream, a 
lotion, and finally, the advertised 
product. 

When the announcer said the 
product wasn’t a soap, the bar of 
soap disappeared from the picture; 
when he explained that it wasn’t a 
cream, the jar of cream vanished. 





Bank Series .. . Scene above is from one 
of a new package series of thirteen 20-sec- 
ond and four 60-second TV commercials for 
banks. Produced by Alexander Film Cc 


(Colorado Springs), the series is personalized 


for individual banks with spe scenes ana 


sound. Rental rate for the package series 
which starts at $25. also in 


udes the cost of 
personal zina the films with scenes showing 


sponsoring banks and special! voicing 
When he pointed out that it wasn’t 
a lotion, the bottle of lotion was 
eliminated. When finally he said that 
the product was absolutely unique, 
there was nothing on the screen but 
the product itself. The effects were 
achieved through accurate, stop-mo- 
tion camera work by men who real- 
ized that the camera was not simply 
an artistic medium, but could be 
made as commercial as the copy 
itself. With this sales use of trick 
devices the advertising idea was re- 
called by 20 viewers per hundred 
ten times as many as remembered 
it from the audio copy only 
> Simplicity not only applies to the 
presentation of sales ideas but also 
to the utilization of time. Several 
Schwerin case histories suggest that 
padding commercials to fill out the 
allotted time has a deteriorating ef- 
fect—stretching most often weakens 
the degree of impact 

One commercial on a food product 
left the impression that much of the 
time was not usefully employed 
The selling story was condensed into 
a version which ran 40 seconds 
shorter. And response to the cap- 
sule commercial was actually higher 
than it was in the full-length treat- 
ment. The scores were 61 and 54. 

The unique character of television 
makes for rapid and complete com- 
munication. Thus, you don’t need a 
“stopper” in television commercials. 
You don’t need a lengthy lead-in 
The show delivers the audience. The 
function of the commercial is to sell 
that audience. If you assign that 
one job to the commercial and make 
the sales points simply and quickly 
the entire effect will be substantially 


stronger. 44 
Next | A continuation of this ar- 
Month ticle covering the right 


presenter and settings. 
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Exhibitors at Chicago’s Summer Home 


Furnishings Market used a variety of 


ideas to draw their share of buyers 


By Bill Burkhart 


18.000 
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Bedtime Story Englander built its e 


r ¢ t 


was commissioned to weld the 
frameworks of the exhibit. The 
eight displays were designed to be 
assembled and knocked down with 
a minimum of work 


e Direct Displays Co. (Chicago) 
was called in to cut Masonite panels 
on which pictures were mounted 
and sprayed with color. 


e Plexiglass Co. then cut the plastic 
in which is embedded much of the 
printing, art and samples of ma- 


terials used in ancient beds 


e Photos were enlarged by Williams 
& Meyer (Chicago) and _ backed 
with colored paper. The Forbergs 
mounted smaller pictures. Large 
illustrations were tinted and smalle 
ones sprayed. Color was keyed to 
each age, with the medieval era 
captured in grays, whites and yellow 
browns and pinks and blues to high- 
light the luxury and pomp of the 
French court display 


e Eley Screenprint Co. (Chicago) 
silk screened photos, hand cut titles 
and pictures on the plexiglass 
Masonite and _ cardboard panels 
This was done so that Englander can 
reproduce the exhibit easily for 
wider distribution 


> Motorola Inc. (Chicago) used an 
entirely different technique in its 
showroom in the Furniture Mart, 
but it was equally effective as a 
stopper. A 1930 Ford sedan was 
given a coat of aluminum paint and 
rolled into the room. In it were two 
car radios—one a 1953 model and 
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the other the first radio manufac- nto its carpeting exhibit, but ran iz 

tured by Motorola for the 1930 auto- to considerably more troubl A 

mobile market. Visual compariso1 template of a 1953 Ford statior 

provided a story ol progress, but wagon Was cut to set tne enicle 

Motorola went a step I! irthe A could be maneuvered 10M Met 

model in flapper attire recited a chandise Mart halls. The statior 

sales message to potential radio cus- wagon contained Samples and pane Is 

tomers to instruct retailers how to seek 
Jame S Lees & Sons Co (Bn d e- saies In } rospects’ nomes 

port, Pa.) also worked an automobils The template indicated that the 





Stopper Motorola used an aluminum painted 1930 Ford as topper in its exhibit 
n the Furniture Mart. Inside the Ford were the first car radio Motorola ever made and 
953 radio. Model Bobby Miller, dressed in a flapper outfit, delivered the sales pitch tc 
sito ke Cooper Dye eft 
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station wagon could be moved from less skyrocket containing a broad- 
the freight elevator to the Lees side 


announcing “skyrocket to un- 
showroom. Howeve1 when _ the 


limited achievement” sales potential 
operation began, it was learned that of its Universal stove 
the car was four inches wider than 


I 


Just around the corne: 
the template. Workmen finally tip- Major Electrical Applii 
ped the Ford on its side and moved 


mnce 


ma, O.) used fake rocket 
it on rollers for its Univers 


1 


al Rocket 
Neither exhibitor was 


, a 
>Lees also showed 

» he saw the other's display 
in another of its displays: 


An expanse of carpet of the pattern > Exhibiting 


= Mart for the fi 
i 


Nc 5 } . 
4 wor Masland & pons 
calling attention to Lees’ contract 


used throughout the new steamship 
United States hung on the 


lune 


. : broadloom and sport 
o provide ftloor coverings In the sea- 

0 | bees 00: : : : Masland opened its show! 
going hotel. This served as a back- 1 6s) 

nautical lau 


arop Io! travel poster art 
qualities Lee attributes to 
A Paris scene de picted la 


which the ~ 


nissioned 


London bobby, safety: 
Sphinx, silence underfoot 
Swiss Alps, beauty 

Hightstown Rug Co. (Hightstown 
N. J.) and Archibald Holmes & 
Son (Philadelphia), rug manufac- 
turers who shared space in the Mer- 


idise Mart. also stressed Se ' 

heir display. A commercial po1 Dat Cee ee Up or Down 
room window, 
nekin there 
Posters 


ot rugs 


> Simu 


lar props 


he mar! n fact, a demonstrating sales features of the Du Pont Freon Used 
little too popular. In its space in the i tul wt < me! nce! 


cities Ghee Cuthiies ce Be, a a ares For Moving Displays 
Co. (Chicago) gave away a powde! I . . Bae 4 ; r 


by mn + 


} , 
r DO 


Nautical Theme 
Masland & Sons roon 


yUnNchina eremonie. 


monies tc had ff the 
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1,500 Conventioneers See Latest Designs 
In Sales Equipment, Visual Aids at Fair 


By Lawrence Bernard 


The Sales Equipment Fair, a three- 
day exposition run in conjunction 
with the annual convention of the 
National Sales Executives Inc. at 
Atlantic City, featured the products 
and services of 56 companies who are 
in some way related to the field of 
selling. 

Largest in the history of the event, 
the exhibit offered 1,500 convention- 
eers the latest in equipment, films 
and visual aids, sales incentive pro- 
grams and their application, scientific 
testing, publication and _ research 
services, display advertising and 
aptitude testing, to name a few. 
There was considerable emphasis on 
audio-visuals with some exhibitors 
even taking advantage of the current 
interest in 3-D. Displays of special 
interest to admen included: 

e At the Jam Handy Organization 
booth, one of the sales persons at- 
tached to the Detroit film producer 
explained that these days it isn’t 
necessary to go into a lengthy ex- 
planation of what audio-visuals are. 
Most everyone now understands the 
purpose and techniques of audio- 
visuals and the only questions are 
those concerned with what kind of 
eye-and-ear selling tools to use. 

e Three-dimensional symbols which 
can be moved about freely on a flan- 
nel board made an eye-catching dis- 
play for L. A. Whitney Displays 
(New York). The 3-D props are 
made from Dow Chemical’s Styro- 
foam. The flannel backing on the 
individual symbols as well as on the 
display board provided strong grip- 
ping power. Whitney says its dis- 
plays are “streamlined visual sell- 
ing” and will either set up a complete 
flannel board presentation or pro- 
vide all the raw materials for the 
purchaser to work up his own 
presentation. 

e Another flannel board exhibitor, 
J. P. Grady Associates (Narberth, 
Pa.), offered a friction board kit 
priced at $21 which can be broken 
down and made into a portable light- 
weight case in a minimum of time. 
Grady also provides materials with 
which to cut your own symbols. 

¢ Color prints and transparencies up 
to 30” x 40” can be had for as low as 
$75 when ordered in quantity. Cine- 
que Colorfilm Labs (New York), 
displayed some of the results of its 
new division, geared to handle this 
type of photography on a commercial 
basis. It will sell one copy for $150 
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and says the work is comparable to 
prints costing between $400 and $500. 
Cineque also displayed a new stereo 
viewer with a notch in the top. A 
flat picture can be inserted in the 
notch so that the viewer can look at 
an object in three-dimensional form 
as well as flat. 

e For companies interested in travel- 
ing sales exhibits or shows, Gardner 
Displays (Pittsburgh) offers a 38’ 
truck completely designed and 
equipped with a generator, animated 
displays, a projector and stowed-in 
seating for 30-35 people. It can be 
had for about $15,000. 

e Automatic Projector Corp. (New 
York) displayed some of its Sound- 
view equipment which can be used 
separately or together. You can buy 
a projector which can be used for 
strips and slides. A separately func- 
tioning phonograph is also available 
but, through the use of a controller, 
it can be attached to the projector 
and both made completely autom atic. 
The combination unit lists at $21.15. 
eA new departure in displays for 
store floors as well as for other ex- 
hibits was shown by Strauss Dis- 
plays (New York). It consists of a 
“modular display” which breaks 
down into completely interchange- 
able multiples of 5 feet each. Ex- 
tremely versatile, each unit makes 
prominent use of Glaschop, a trans- 
lucent plastic. 

eIn case you have $2,250 that you 
might like to spend for a single piece 
of office equipment, Commercial Con- 
trols Corp. (Rochester, N. Y.) sug- 
gests you buy one of its Flexowriters. 
One model, equipped with tape units 
on the side, will type a letter and a 
tape at the same time. For quick 
duplicate letters, all that’s necessary 
is to run the tape through the ma- 
chine again. 

e For premium users, the Autopoint 
Co. (Chicago) offered throwaway 
ball-point pens with a company in- 
scription on the barrel. Ritepoint 
Co. (St. Louis) also displayed “sin- 
gle-shot” ball-point pens with in- 
scriptions, in prices ranging from 20c 
to 29c, depending on the quantity. 
In the lighter field, Ritepoint showed 
an extensive assortment of its “show- 
case” lighters. You can have a minia- 
ture of your company product o1 
trademark inserted inside the visible 
fuel supply chamber of these lighters. 
making for an unusual, attractive and 
permanent ad. 


e A. B. Dick Co. (Chicago) demon- 















































Additional Details 





Additional information concern- 
ing the products displayed at the 
Atlantic City Sales Equipment Fair, 
and described in the accompanying 
article, are available from the man- 
ufacturers through AR’s Readers’ 
Service department. For this in- 
formation, circle the numbers pre- 
ceding each of the items listed 
below on the Readers’ Service 
Card inside the back cover of this 
issue. 








803 . . . Three-dimensional symbols 
for flannel boards produced by 
L. A. Whitney Displays (New York). 


804 .. Friction board kit produced 
by J. P. Grady Associates (Nar- 
berth, Pa.). 


805 .. . Low-cost prints and trans- 
parencies produced by Cineque 
Colorfilm Labs (New York). 


806... Exhibit truck for traveling 
shows produced by Gardner Dis- 
plays (Pittsburgh). 


807 .. . Soundview projection 
equipment produced by Automatic 
Projector Corp. (New York). 


808 . . Modular displays produced 
by Strauss Displays (New York). 


809 . . . Flexowriter automatic 
typewriters produced by Commer- 
cial Controls Corp. (Rochester, 
N. Y.). 


810 . . . Throwaway ball-point 
pens produced by Autopoint Co. 
(Chicago). 


811... Ball-point pens and ‘'show- 
case" lighters produced by Rite- 
point Co. (St. Louis). 


812 . . . Model 220 spirit duplica- 
tor produced by A. B. Dick Co. 
(Chicago). 


813... Port-A-View portable slide 
projector produced by FR Corp. 
(New York). 


814... . Catalog listing 1,500 in- 
centive prizes available through 
Cappel, MacDonald & Co. (Dayton). 


815 ... Trips for meetings and 
incentive contests arranged by 
Carr Speirs Corp. (Stamford, Conn.}. 


strated its new model 220 spirit dup- 
licator which it says makes the spirit 
process very simple. Highlights of 
the machine include decals on the 
receiving tray giving complete oper- 
ating and care instructions which are 
always visible to the machine opera- 
tor: a constantly visible fluid take 
with a gravity air lock, and a posi- 
tive feed. It sells for about $250. 


eThe Port-A-View, originally 
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FI 
us 
Vi 
ak 


ra 


in 





brought out two years ago by the 
FR Corp. (New York) for amateur 
use, has proven a boon for salesmen, 
The Port-A- 


View is a portable projection viewer, 


the company reports 


about the size of a medium portable 


radio, which can be 


used right on 


the prospect’s desk. Its advantages 
include the fact that a salesman can 
tell his ordinary 


$54.95 


picture story in 
light Yours to! 
$14.95 for an eveready 


room pius 
carrying case 
and appropriate discounts for volum« 
purchasers 

e Cappel, MacDonald & Co 
ton), creator ofl 


(Day- 
merchandise incen- 
tive campaigns, feel so sure about the 
stability of prices these days, that in 
their new catalog listing 1,500 incen- 


| 
tive prizes, tne 


old tradition 


company reverts to an 
each code number next 
to an item Is equal to one-half cent 

ig it a simple matter for the 
contestant to higure tne cost of an 


Cappel, MacDor 


t 


In the past 


+ 


so unstable that 


Se 


lool Engineers Compile 


\nalysis of Exposition 


ASTE (Detroit) 
A Repo t 1 


roaut 
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metallurgical engineers; technicians 
and plant personnel; distributors and 
sales representatives 


military and 


miscellaneous 


YOU'LL SELL MORE 


—— 
with an 


Chicago Hotel Offers 


leleprompter Service 


Teleprompter equipment’ whic! 


serves as a hidden cuing device fo 
public speakers has been installed in 
Beach Hotel as 
a regular service for groups using its 


public 


Chicago’s Edgewate1 


rooms for banquets, sale 
and 

Beach 
country to 
this equipment 
for TV use 

The Teleprompter, completely hid 


n trom tne 


conventions 
‘he Edgewate1 
1 in the 


use of 


irst hote 


ermanent 


make 


Ol iginally developed 


audience, unrolis 

rint rinted large. bl k tt 
script printed in large, DIOCK iette 
betore the 


eee ~ nator hee Ze sy = Shows. Sales Meetings, ete. 
Folder. 
IVEL CORPORATION 


96-20 43 Ave. Corona 6 N.Y .4 


! 
speaker. This enables at your Expositions, Trad 


Send for Free 





If YOU Are in any 
of these fields... 


‘ 


Your adve rtising be longs in 
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The Newy Tremd... 


By Edward M. Diamant 
Chairman, National Board on 
Printing Type Faces 


There is a definite trend toward 
a new renaissance in typography. 
After each cycle of a certain form, 
there frequently is a magnetic pull 
toward the opposite. For about 20 
years, we have been working with 
condensed and regular types. Now 
there is a definite and continuous 
movement toward the use of a range 
of wide type faces for catch lines 
and headings. 

Many national and local adver- 
tisers have turned to wide type 
styles. This is true also of many na- 
tional magazines. They seem to like 
the easy readability of the wide let- 
ter and short words. 

It quickens the tempo of our 
everday life. It is like reducing the 
working week to 36 hours. It makes 
for much easier reading, and above 
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A leading typographer notes a growing trend toward 
the use of wider typefaces in today’s advertising 


all, it reduces the strain of reading 
Type is as expressive as the mood 
of the artist and typographer who 
handle and create new styles. There 
is a continuous stage of trial and 
tribulation in creating something 
different, more interesting and more 
dynamic in the finished design. 


> As an illustration of how many 
stages a certain piece of copy goes 
through before it is acceptable to the 
creator, here is a concrete example 
of two great masters of typography 
and design at work when a new 
cover was created for Mercury 
magazine by the Pynson Printers, 
headed by Walter Dorwin Teague 
and Elmer Adler. As an example 
Mr. Adler showed me 43 proofs il- 
lustrating the various steps to de- 
velop the cover before they were 
satisfied to show it to their clients 
for final acceptance. 

Those who study and admire the 


typographic art have no difficulty in 
spotting and in identifying the crea- 
tors of a printed piece. It is as sim- 
ple as it is for an art expert to 
recognize a Rubens or Rembrandt 
There are a few typographic design- 
ers who have a style of their own, 
and no matter what type face they 
use, a condensed, conventional or 
wide, their idiosyncrasies will leave 
their trademark on their work 
These men, like George Krikorian, 
Lester Beall, Bruce Rogers, W. A 
Dwiggins, Raymond Da Boll, Joseph 
Blumenthal, Arthur Rushmore, Les- 
ter Douglas, Dean Coyle, Robert 
Pliskin, Dave Silve, George Tren- 
holm, Tommy Thompson, Fred 
Singleton, Paul Smith and others 
have made typographic history in 
our time. 


>Today a new crop of designers is 
on the horizon. These men are not 
satisfied with the condensed type 
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it doesn’t cost 


a penny more mark-up and specificati 
You save money when ' 


to use the finest device in a sincere 


typographic service 


= lsave Ww Tie you Duy from a tvpograpner 
SOCSOOCTSSOOESESO EOS SESOSESEEOESOOEOOEEOES ae id . o 5 oo ee er 


in the world 


These are the adv: 


Send today 


services...services tha 
vou the finest typogra 
Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-7 Saves vou um 
Chicago 11, Illinois 


Gentlemen: Please 


MONSEN-LOS ANGELES, 928 S. Figuer 
MONSEN-WASHINGTON, D.C., 509 FS 


Monsen-Chicago, Inc. 


22 East Illinois Street, Chicago 11, Illinois 
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NOW AVAILABLE 
IN NEW YORK 





ON FILM 
ON PAPER 
ANY SIZE * MANY FACES 


Display, body, tabular 
machine 


all set at 
Beautiful, sharp, 
smear-proof. Perfect for offset, gra- 
cure, 


speed 


photoengraving, silk screen. 


TYPE SPECIMEN BOOK ON REQUEST 


GILCAR CORPORATION 


202 E. 44 St., New York 17, N. Y. 
\. Telephone MU 2-2560 





OFFSET USERS... 


Save °9 out of 510 





cur TYPE COSTS BY AS MUCH AS 907 





™ your owr he: adlines, body type 
or complete jobs h FOTOTYPE 
Any t our mnce Ss e 
2G t of S10) ¢ Y Ve S 
\ grapner set tnis entire d! 
@ Brochure i og rect-! 
house org ls, letterhead 
@() 50) ype s es and sizes 
Send for FREE catalog toda 
eee ere Dre 






1413 ROSCOE STREET 
fale iclemer) 


WANTED... 
tomorrow's job YESTERDAY! 


inds impossible, but often asked 
tomy tes nin ieee we perform 
JAY P ngs that would seem impossible. 





WALK ; advertising typography 


11 E. HUBBARD ST., CHICAGO 11,1LL. MO 4-6134 
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ETERNAL 


CHELTENHAM BOLD EXTENDED 


EXTREME 


COPPERPLATE GOTHIC BOLD 


EXTREME 


COPPERPLATE GOTHIC HEAVY EXTENDED 


EXTREME 


FRANKLIN GOTHIC WIDE 


EXTREM i 


ENGRAVERS ROMAN 


EXTREME 


ENGRAVERS BOLD 


Examples .. . Typical of the variety of 
used in 


today are these six examples 


wide type faces being advert 


faces of yesterday and are pushing 


their theory on wide types, short 
headings. So far there have ap- 


] 


peared only two new faces of old 


types cast to a 25°% expanded width 
by the American Type Founders and 


to a 35° width by the Haas’sche 


Schriftgiesserei, Basle Switzerland 
Both are Franklin Gothic—Frank- 


lin Gothic Wide by American Type 
Founders and Grotesk Fetee by 
Haas’sche 

wealth of 


However, we have a 


wide type faces in the old type 
books of Bruce Typefoundry, which 
was absorbed by American Type 


Foundry at the turn of the 
Some of 


archives of the 


century 
these matrices are in the 


foundry. I am con- 


vinced that if a demand for these 
faces should arise, Steve Watts 
would be able and willing to bring 


them forth the same way 
Singleton did with Bowery 
and others 


that Fred 


3arnum 


>In the extended letters we can use 
the Copperplate 
themselves 


which lend 
very nicely in one or two 


Gothics, 


line headings 
Engravers Bold, the 
the wide 


aristocrat ol 
modern faces cast about 45 
years ago, still 
This face can be 
multiple 
Those lighter face 
can use Engravers Roman which has 
a fine, 


retains its charm 
used in single or 
lines when well spaced 
who prefer a 
classical design and is prefer- 
able in 18 to 36-point 

Cheltenham bold wide is still be- 
ing used and many typographers and 
artists say that Cheltenham is com- 
Actually, 


never left us since 


ing back in my opinion, it 
it has been used 
time it first 


continuously, from the 


appeared 





>As time proceeds, the 


type- 
founders probably will cast an extra 
wide Futura and Spartan to 


com- 


plete their line of this fine Gothic 
series. 

There are many other wide faces 
in the books, but they do 


not lend themselves to our 


old type 
modern 
streamlined advertising typography 
As Mr. W. A. Wiggins so expertly 
expressed it in a lecture at Harvard, 
they belong to another age. How- 
that the 
They 
magazines and ad- 


ever, it is a certainty wide 


types are here to stay now 

appear in many 

vertisements 
As time 


advertisers will use 


more and more 
1 


wiae 


goes on, 
types to 
give their fresh and 


messages a 


novel appearance 44 
Steel Company Launches 
Unique House Magazine 


A new house magazine with the 


text for each article and the captions 
printed in four different languages, 
all on the same page with the same 
launched by 
(Welland, Ont.) 
unusual feature of the 


rotation ol 


set of captions, has been 
Atlas Steels Ltd 
The most 


magazine is the { 


eacn ol 


the four languages. The first article 





in the magazine opens German, 
followed by versions Same 
article in Spanish, and 
French. The second first 
presented in Spanish by a 
French version, a German version 
and so on throughout each article in 
the magazine 

The magazine was introduced at 
the International Trade Fai 
Toronto. The remainder of the first 
run of Atlas Steel Topics, 10,000 


mailed to Atlas cus- 


tomers in 59 countries 


copies, will be 
vill appear quarterly 
Printed in two colors 


magazine will continue to have each 
] , » 
article presented in the four different 


languages 44 





. and here is our mechanical illustra 


tor incidentally, the best in town! 
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Photo Composing Machine 
Prints, Spaces Headings 


Prest-O-Print, a photo composing 
machine manufactured by the Prest- 
O-Print Co. (Minneapolis), offers an 
answer to the problem of obtaining 
inexpensive type composition of dis- 
play headings 

Both practical and versatile tne 
machine prints selected type sizes 
and faces to desired spacing on 
35mm photo paper in sharp black 
on white. Average developing time 


is about 60 seconds and drying is 


about 10 minutes 

Any style or size type, trom 14 t 
84 pt., can be reproduced. The ma- 
chine has a low operating cost 
little over 5< per toot tor displa 


headings 


>The machine itself looks ome- 


iL ] 2 ¢ 
what like a large candid camera. I 


measures 1612x7x8 I ¢ 
eight pound It trrdil. , 
IE Tit ounas IS sturaly con- 
structec ana Sl! t ype te ] 
actual operatior selected lette 
nserted in a channge cont te 








exposea, the a S S¢ Z 1esire 
spacing and reset tne ext lette 
Each letter is an ind 
I pe Cal be set a ette é 
to ar te ¢ € ¢ 
I a t Stic t ect 
Alsi ible Sa é t.. 
ent otf ietter s ides ne Tt Dot 
yer and lower case lette ires 
1 yUunctuation marks. S ¢ e 
aces, decorat Ss. or ent t € 
irKs, etc ( also be pro 
\ brochure é hit P o_o 
Print S iva Die rr the 
acture It states that the } 
als p a { ( ( 
encies. This done bv substitut- 
ing standard 35 positive f 
tne egula pape 


Booklet Covers Pratt 


\dvertising School 
The Department t Advertising 


Design of _ the Pratt Institute 
(Brooklyn) has published an_ in- 


} 


covering the background and cur- 


riculum offered by the school 


As stated in the booklet, the rea- 


sons behind the publication are t 


acquaint businesses with the train- 


ing and level of the graduates of 


the school and to acquaint parents 
teachers and students with the scope 
and career potentialities of desig: 
for commerce and industry 

The booklet covers the history 


Pratt, its art school, and its various 


; : 5 : 
departments such as design, lette 
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formative, well-illustrated booklet 


ing and layout, experimentation, The mailing card measures 10%%4 


drawing and technique, promotion x 314”. The left side of the piece is 
and package design, and the adver- folded over to give an exact replica 
tising campaign in miniature of the front and back 


covers of the catalog being offered 
by the company. Inside the fold is a 
brief description of the catalog and a 
reproduction of the index page which 


Unusual Mailing Piece 


| , ] 
illustrates the companys screw line 


Promotes Free Catalog The remainder of the piece consists 


f f 


a postage paid return card perfo- 


A miniature reproduction of a rated for easy detachment from the 
catalog with an attached reply card miniature catalog. Both the catalog 
s the unusual direct mail piec« and the mailing card were prepared 
created to spur orders of Set Screw n collaboration with Set Screw’s ad- 


& Mfg. Co.’s (Bartlett, Ill.) new cata- vertising agency, Van Auken, Rag- 
Log land & Stevens 44 


WARWICK PHOTOTYPE 
OFFERS 





SET ON A KEYBOARD! 


Machine-set script type in any amount you 
want iT S1Z¢ ( vant. War KS ama 
ing new Phototyvpe method gives you script 
when vou need it. All type is machine-set 
ill with ra r-edge sharpness his entire 
advertisement was set with Phototvpe. Write 
for the ( ete Phot tvpe stor t lay 


WARWICK TYPOGRAPHERS, INC. 
Dept. F-8, 920 Washington Ave., St. Louis 1, Mo 


owmperees th "7 oat ff 7 sast of T 
Overnight y air mati rom mos Fee” 


Ee ea id 





WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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NINDOW & STORE DISPLAYS — 








Merchandise- 





Fifteen self-liquidating display 
packages and a 820.000 prize contest 


are the highlights of Sessions” 


ambitious sales program 


Display Packages 


Help Sessions Sell Clocks 


By Karl Kirchhofer 
AR Eastern Editor 


Fifteen special merchandise-dis- 
play packages and a $20,000 prize 
contest are being parlayed into an 
ambitious bid for increased sales by 
Sessions Clock Co. (Forestville, 
Conn.). One of the most complete 
arrays of displays ever assembled 
is the main feature of the promotiot 
program 

Star performer of the lot is a strik- 
ing tower clock display. The unit, 
made of steel and mounted on a 
sturdy wooden frame, displays 16 
Sessions clocks. It is 44” high, takes 
less than a foot and a half of floor 
space and is equipped with a bracket 
for hanging. It revolves at the touch 
of a finger. The unit can also be used 
for island displays. 


> An assortment of a dozen clocks is 
shipped with the tower. The clocks 
selected represent various shapes, 
colors and sizes and are intended fo 
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use in different rooms—kitchen, bed- 
room, study and living room. Four 
are wall clocks, five are table top 
styles and a Lucite mounted clock 
atop the tower, can be used either on 


the wall or on a table 

The price of the clock tower dis- 
play unit is $15.85. However, by tak- 
ing advantage of an offer wherein 
the dealer purchases 12 Sessions 
clocks for $44.05, which he retails for 
$71.40. he receives a bonus gift of 
four colorful “te apot”’ clocks. The tea- 
pot clocks can be sold for a clea 
profit of $19.80 and not only pay fo1 
the permanent towel! display but ac- 
tually give the dealer a $3.95 profit 


> To stimulate the enthusiasm of its 
distributors, Sessions announced a 
$20,000 contest. All authorized Ses- 
sions distributors who sell to the re- 
tail trade and salesmen in the full- 
time employ of an authorized distrib- 
utor are eligible to participate. 

A 1953 canary yellow Cadillac con- 
vertible is the first grand prize. Mink 
stoles valued at $795 each will be 


1 4 
awarded 


second, third, fourth and 


fifth place winners. In addition, the 


sales manager Whose organization 


exceeds 


est perce 


its house quota by the larg- 


‘ntage will receive a five day 


3ermuda vacation for two 


A two 


-page letter announcing the 


contest and picturing the clock towe1 


display 


1} 


was sent to all distributors 


a ] C12 ] 
Enclosed WaS a SixX-page Tull-colol 


PROP eed az 


%) ¥ 
' g 
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brochure illustrating the grand or window d 
prizes. Entry rules and blanks wers purchase. Retail 
included. Another folder showed the $14.50 

entire line of 440 prizes offered. The 


1 ‘ @ Deal No. 4 consists of three “Chef 
contest opened March 2 and will a - 


9 locks and a tree 19!ox13 tive 
close August 31 
+ > 4 ’ 
color! e< ( Inte Re 
l } ] 5 -9 Oo 
> A saucer clock, retailing at $3.95 ales price on $14.85 


plays a role in another facet of the 


promotion. Sessions has rrangeda e Deal N 7 aat : ‘ 














a 
four Saucer clocks small. flat wall Owl clocks with stand: 1 dla 
clocks—on a permanent counter dis- one “Owl clock wit! 
play unit which it is giving to deale Purchas obta a free “Ollie 
) ) 
ree auring tne promot I Eact UO 12 2 12 2 
> 
month during the promot period | Ret e$ } 
new CLOCK display pa kages have “ D. N & hi, 
been introduced. Each display 01 alate ; Shadowb 
dered by the distributors carries ex- eerie OA. 94 
« at ai CC 
tra points for the contest TI : 
The leade o! the display pat $27.80 
IS a Nanas é t tt pine co é 
cupboard designed to dis 36 Ses- ® Deal No. 7 
S ns < ( Sa ‘ { the boa? ‘ Ts i] ; 
and the clocks gives the dist b ito 17x14 t, 
120 contest points, largest number olors. Retail value $29.7! 
possible for any single displ: Bh 
obtain the cupboard, the deal: Striking 
purchase the 36 clocks {¢ t 
$167.54 and the cupboard d a 
piece for $72.50. Then to keep eve - * 
body happy, Ses ns gives the dealer. : . “pe 
f. } ; UU oe e ) Bel 
iS a Ire D VV 
( ne clor t ‘ 
$77.45 hic! ¢ : 
cost of the « b i 9 ai 
> There are 12 ot} 291 Q 
ae ; 4 e D ‘ 
@ Deal No. 2 S oa 
: ( 9 { 
cloc and 54x28 \ 
sonite ( 
mount ( S59 ) re 
j COL Q 
. SS 
First Grand Prize 
‘ 
e D N Q 
pP QOQ ) 
e | N } 
B diy 
e Deal N 10 
Yours, aN ial ee 
FREE + 7 
ors ee ] ! 
> 
Tr ¢ 
Clock Cupboard f 
board is the t est ¢ i not @ Deal No. 11 provides three “Cel er Douglas L ‘ 
T free tial” clocks i 14 Ei eC ( ( t ( 
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2nd Award—History of Pharmacy 
Window Display, Multi-plane 


Designed by Russell Stone of Einson- 
Freeman and George A. Bender, art by 









Exceptional institutional advertising, 
which augmented the prestige of the 
druggist. This display was enthusiastically 









Honorable Mention—Breeze Mobile 
Display Material, Miscellaneous 
Designed by Stuart Leech of Einson- 
Freeman, art by Bruce Steele ... for 
Lever Brothers Company. 

Suspended from the store ceiling, this 


unusual display focused attention on a 
brand and a premium offer 





Robert Thom... for Parke, DavisCompany. 


received, and given unusually long showings. 













3rd Award—Goodyear Sole 
Window Display, Multi-plane 






Designed by Phil Kaplan of Einson- 
Freeman, art by Charles Franc... for 
Goodyear Tire & Rubber Company. 
The oversize presentation employed 
a dramatic new construction for Neolite. 







Honorable Mention 
Rheingold Moving Book 
Displays, Light or Motion 






Photography by Paul Hesse, prepared 
by Foote, Cone & Belding .. . for 
Liebmann Breweries, Inc. 







The Moving Book was used to publicize 
candidates for Miss Rheingold, and reached 





an enormous audience 
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Ist Award—Jax Beer Panel 
Display Material, Miscellaneous 
Designed hy Alexander Stauf of 
Einson-Freeman, photography by 
Greb & Scherk, prepared by 
Fitzgerald Advertising Agency, Inc, 
. for Jackson Brewing Company. 
The faithful reproduction of the 


seafood gave a strong appetite appeal to 
this display , Suggested product quality. 


“7 AWARDS! 


Entries in the Lithographers National 


Association Third Competition were limited 
to twenty-five. Einson-Freeman displays won 
seven Awards and Honorable Mentions 

This Competition emphasizes quality 
of reproduction. While Einson-Freeman is 
recognized for its original conceptions, novel 
light and motion applications, sales sense 
and merchandising strategy in display... these 
seven LNA Awards are convincing evidence 
that EF is also a fine lithographer. 

The First Award displays for Lovell & 
Covel, and Jax Beer are realistic presentations 
of food ... typical of the superior reproduction 
in all EF displays. 

Good reproduction is always enhanced by 
a good idea—and you find both here! Bring 
your display problems to us, and get the 
maximum Value for your display expenditure. 

We will be glad to show you our Award 


displays, and others. Phone, wire, or write... 


Einson-Freeman Co. we. 


Specialists in effective display 
Starr & Borden Aves., Long Island City, New York 
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2nd Award—Bosco Wraparound 
Floor Merchandisers & Displays 
De signed by Charles A. Noel of 


Einson-Freeman, prepared b\ 


Robert W. Orr & Associates, Inc... . 


for the Bosco ( ompany., 


This amusing wraparound f 
supermarket cart which carried 
milk brands, gave Bosco a solo 


product display in supermarkets. 


nay ¢ _ ard 


aS Hl a4 Uy 


Ist Award—Candy Cupboard 

Window Display, Flat Plane 

Designed by [ eanor Le Vaire, 

photography D\ {/bert Go 

for the Lovell & Covel Ce 
Realistic reproduct I 

ingredients 


watering as well as eve att 
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yy Libegraphers X 


¢ lational Ahsocialion Ny 

W : Yards \y¥, 
< MEYERCORD DECALS 5 
\) FIRST PLACE AGAIN (7 


4 IN 1953! 





For the second straight 
year the decal industry 
has been invited to 
compete in the Li- 
thographers National 
Association Awards 
and for the sec- a 
ond straight year we 
proudly acknowledge 1 
once more the win ~ = 


ning of FIRST PLACE f 
by The Meyercord Co - 

It is important to ws 
you to know that The —_ 
Meyercord Co. has Y 
been honored by ex- 7 XY 
pert judges recruited  ¢ St } 
trom top levels of the ‘ ‘ 2; 
graphic arts. When ; : 19 ; 
you bring your decal 
transfer problem to Meyercord you are swre you 
will receive the counsel of carefully trained and 
experienced people backed by the finest lab- 
oratory and production facilities available. 


Your inquiry is invited . 


od) to) oe 
7 any a Oe 


Dept. H-207, 5323 W. Lake St., Chicago 44, Illinois 


CEIL-STICK 


ADHESIVE FOR 
SUSPENDING 
MOBILE DISPLAYS 








EXTRA STRONG ADHESIVE 
HOLDS DISPLAY TO 
ANY SURFACE 


eS ee 


549 WEST FULTON STREET CHICAGO 6, ILL. 
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Turnabout 
Co.'s (Milwaukee) contest (April AR, page 21 


A steamship line promoting 








cruises as prizes to the retailers who dream up the t 


new Caribbean colors. The cruises were via the C 


n Chicago displayed these samples of Luxite 


Buckley Book Offers 
Store Display Ideas 


Jim Buckley, display director for 
Saks Fifth Avenue (Beverly Hills, 
Calif.) takes readers behind the 
scenes and delves into the how and 
why of window display in a new 
book, “The Drama of Display,” pub- 
lished by Pellegrini & Cudahy (New 
York), $10 

Basically a picture book on custom 
displays in retail clothing stores, the 
book offers a handy stockpile of ideas 
for anyone interested in basic display 
techniques 44 


Motion Lighting Units 
Described in Brochure 


Eight different types of custom- 
built light and motion units for dis- 
plays are illustrated and described 
in a folder,“How to Light & Animate 
Point-of-Purchase Displays,” pro- 
duced by Haft & Sons Inc (Brook- 
lyn). 

Diagrams in the folder show ex- 
actly how the motion units work on 
eight different displays produced for 
various advertisers. The eight types 
of motion described are: rocking 
or swinging; lifting; turning and 
twisting; oscillating; circular; ver- 
tical; tapping and special motion. 

The folder also describes a variety 
of flashers, cords, switches, plugs 
and sockets. A special pump for re- 
circulating liquid—it will circulate 


ngerie? It started wit ol of Hosier 
wit } é t 

e es e € 

e 

and raise more than a gallon—is also 
snown Instructions on how to order 
‘ustom-built motior ghting units 
from Haft & Son are included 


the toidel 
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Displays Turn Attention é Twin-Sticks 101, 201 and 301 — have 
: ; : been issued by the company in 
To Sardines from Maine \ 


specimen sheet catalog 
Twin-Sticks 201 and 301 are 
When the average housewife adds 


sure-senslitive adhesive coated 


be me ee ee a at 
sardines” to her grocery list, she both sides for use in attachir 


] \ “Imported” ! » «t ) . am . aes 
usually buys imported” sardine play cards, ete. Twin-Stick 101 
The Maine Sardine Industry decided : 


a dry-adhesive iting on both side 


to launch a national campaign with hat when acti\ 1 by a solvent 
tie-in store displays to focus more - . F 


tui in i g not permal 
attention on the good qualities ol ‘ <A } 


] ~ } } } 
domestk Maine-packed sardines 


The triple threat promotion 


lized 149 newspapers and 18 nation 


radio stations and three ide maga- 
zines in the food field ut the most 
ampalign 

reta 


The jumble basket is an attractive 
die-cut, full-color cardboard holde: 
for a “jumble” of sardine tins. Pic- 
tured on the display card f 
the back of the basket are an open 

f lines and photograph of a 


44 


Catalog Lists Prices 


Of Adhesive Strips 


Sizes, complete price listings a1 
descriptions of Durable Rubbe 
Products Co.'s (Chicago) sponge 
ibber adhesive stri 


ps Para-St 


and ied. Six different price 


tickets were included. The cart dis- . : 
rt di a tes 
play consisted of two cards, one fot ¢ Sales Promotion 


«* 
the rear of the cart, the other for the 
front. Card for the back featured a * ¢ . 
full-color photograph of a tray of » Merchandising 
dl { relishes at 


Copy listed a 


siailileetes nail aa e Direct Advertising 


omelets, croquets, casseroles 


S114 GRAND RIVER 
DETROLT 


salads 
sandwiches, etc The price Was 


’ ’ ; TEmple 1 
prominently displayed and empha- 


Member 
sized by the lines, “Beat High Food ® POINT-OF PURCHASE ADVERTISING INSTITUTE, IN 
Costs!” and “The Low-cost Econo- 
mical High Protein Food.” 
Cans of sardines were piled unde) 
the cards in the display cart. Placard 
design for the front of the cart played 
up the word Maine and repeated the 


low cost pitch 
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Glass Signs Pictured 
In Colorful Brochure 


Fifteen examples of glass and mir- 
ror signs are illustrated in color and 
described in a brochure issued by 
Beeco Inc. (Chicago). Dimensions, 
etching, plating and colors of each 
example are listed. 

Among the examples shown are a 
circular mirror advertising Berkeley 
Club ginger ale; a Budweiser bar 
sign with gold mirror background: 
a silver and blue deep-etched sign 
for Scott Radio, and a menu board 
display for Pepsi-Cola which has 
space for inserts of daily menu 
changes 

The folder also contains a list of 
the processes possible with glass 
signs 


Cadillac Uses Displays 
As Result of Sell-Out 


Wm. Melish Harris Associates, 
New York visual merchandising 
specialists, employed a new twist 
in merchandising technique as a 
result of a sell-out. Cadillac posed 
the problem of creating a suitable 
display for dealers who have been 
sold out for some time and have 
no actual cars on the floor. 

By utilization of Plastikolor-Pix 
transparencies, the problem was 
solved. Harris developed a luxurious 
looking light-box framed in limed 
oak and back-lighted with fluores- 
cent lamps showing a full color 
photographic 36”’x24” blow-up of a 
Cadillac in a typical setting. The 
combination back-lighting and the 
especially processed full color trans- 


parent plastic material provided a 
unique dimensional quality and ef- 
fect that was different 

So effective was the Harris display 








Stand-in Cadillac had the problem 
of creatir table disp for their dealer: 
when cars were sold out. William Melish 
Associates developed a sht-box 

ed in limed oak and backlighted with 
rescent lamps. A full-color photograph 

C 1 Cadillac model in a typical set 


he stand-in display for an actual car 








FRESHND-AIRE 





Pegboard Displays A turning d 
ind actual product are featured in this new 
ei 


display for the 1953 line of Fresh'nd-Aire 


ly 


electric room air conditioners. The displa 

k screened in seven vivid colors. The peg- 
board background is designed to hold one 
of three air conditioner models. The dial can 
be turned to give a sales message on seven 
of the key features of the appliances. A liter- 


ture rack is also featured 

that two-thirds of the dealers bought 
the display. Plastikolor-Pix repro- 
duction replacements are sold at a 
cost of $2.50 each. These eyeletted 
replacements are shipped in heavy 
mailing tubes and are easily installed 
in the frames which utilize rubbe 
bands to hold the plastic material 


in constant tension without bulges 
or Waves 


Display Rack for Books 
Produced by S. A. Hirsh 


An all-steel, four-shelf book and 
game display rack designed to be a 
compact children’s department for 
supermarkets is being manufactured 
by the S. A. Hirsh Mfg. Co. (Skokie, 
Ill.) for the Mershaw Publishing 
Corp (New York). 

The enameled racks are 5 feet 
high, two feet deep and produced in 
either three or four foot widths. The 
two top bins are designed to contain 
juvenile books. Boxed 
games, puzzles or cut-outs are dis- 
played in the two lower shelves. The 
bottom shelf can be extended to four 
and a half feet. 44 


assorted 





Stensgaard Publication 
Gives Help on Displays 


Solutions to a variety of display 
problems are illustrated and de- 
scribed in Merchandise Presentation, 
a regular publication issued by W. L 
Stensgaard & Associates (Chicago) 
The publication, in addition to de- 
scribing special point of purchase 
material developed by the company, 
discusses over-all display problems 

Stensgaard’s publication also dis- 
cusses a number of distribution prob- 
lems. A current issue, for example 
features an article entitled “The 
Local Responsibility and Benefits of 
Franchise.” 


Giant Diamond Display 
Wins Space for Bond 


An enormous diamond of litho- 
graphed cardboard crests a_ sales 
provoking counter display for Bond 
Diamonds. It is being distributed to 
dealers throughout the United 
States by Bond Diamond Co. (New- 
ark). 

First reaction of jewelers who 
have received the clever little coun- 
ter display has been expression ol 
gratification over its space-saving 
compactness and its chaste dignity 
in keeping with the prestige atmos- 
phere of a jeweler’s establishment 
Equally pleasing to the trade is the 
impulse buying stimulus of the tray 
of actual Bond diamonds displayed 
and the eye-catching prominence of 
the facsimile Bond Diamond guar- 
antee certificate 

The display measures 11” wide 
7” deep and 14” high. It is litho- 
graphed in full color. Surface of the 
“counter” in which the tray of Bond 
diamonds is set, is “flocked” to re- 


semble lustrous gray velour. Einson- 
Freeman (Long Island City, N.Y.) 
produced the display 44 
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SIGNS & IDENTIFICATION MATERIAL 


The amazing success of the Burma-Shave 
highway signs has provided an interesting 
chapter in the history of American advertising 


By Dick Hodgson 


On the wall in the 

G. Odell, president f the urma 

Vita Co. (Minneapolis), hangs a road 

map of the U.S. with over 6,000 red 
} 


and yellow pins. Each pin represents udget, was looking { $68,000. In 1927. the company bos 


tne yeal 
almost n¢ 


one of the salesmen which has built 


used 
ish lathe vely for ign » $45.000 


shaving cream sales cream. Allan Odell, son of tl ‘on ampa \ read t 


the company to a leading role ii ntroduce its 


. other 


. ; ’ : 3 ; 
Actually each of the salesmet pany s president, suggested Sales went 


six—40” x 18” red and white signs ide $135.000 


«a 
There is no question in president His father took the idea to a num- y 1929, the 


Odell’s mind that these signs are the ber of local adv ising “experts budgete t $65,000 and expanded 


major tactol which has made Burma- won offered th l courag ‘ he E t and Pacific Coast states 


Shave the success lit has become ment, but young Allan Was } S I Sal > A veal late the pr 


Every year since 1926, the nov and the company allotted n ; am was again expanded to include 


famous Burma-Shave jing] igi modest $200 to prove his poi New England and the South and 
have entertained the nation’ 6.000 sets of ms in 33 
>» He 


test y y ¢ a nvested tt 


carloads of shaving cream. The sign s 


ists and at the same 


n some rap mber. sign posts 


constitute one of the most amazing - NOR ere oe ee 
paint. He cut the lumber int 


: : 
and unusual _ advertising 


as SoM des Whil engths and on the board 
Stories OF all times nie irma 


Vita has used other forms of a ! Cheer Up 
tising. expenditures in other “d cae 


constitute only a di p in h The War 
compared with the I Is 
program Over! 


, Burma-Shave 
> A trip through the modern Burma- 


Shave plant on the outskirts of The signs 


y, the progran 
Minneapolis presents dramatic evi- apart on U. S 9 leading panding. It] 


las vet to reacn the 
dence of the importance of the signs into Albert Lea. The eight druggist locations of 1941, but it is wel 

Just as much, if not more space is in Albert Lea i i begat vay with over 6,000 sets in 45 states 
devoted to the manufacture of the getting requests for Burma-Shave This year, 
company’s exclusive signs as is used and the company was on its way. It ously chan 

to make shaving cream appropriated $25,000 for signs to be 


IO! Agsth torn 
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POPULAR BURMA-SHAVE JINGLES 


The cannoneers His face was smooth The bearded lady Riot at 


With hairy ears And cool as ice 
On wiry whiskers And oh Louise 
Used tin shears He smelled 
Until they found So nice 


Burma-Shave Burma-Shave 


No lady likes A peach 

To dance Looks good 

Or dine With lots of fuzz 
Accompanied by But man's no peach 
A porcupine And never was 


Burma-Shave Burma-Shave 


Tried a jar 
She's now 
A famous 


Burma-Shave 


Soon shaving brushes Special seats 
Will be trimmin’ 


Those screwy hats 


Burma-Shave 


Burma-Shave 


The ladies 
Burma-Shave 


Burma-Shave 


The Queen 
Reserved in Hades of Hearts 


Ran out of 
Burma-Shave 





He had the ring Shiver my timbers 
Drug store He had the flat Said Captain Mack 
Calling all cars But she felt his chin We're ten knots out 
100 customers And that But we're turning back 
Movie star 99 jars Was that | forgot my 


Burma-Shave 


Mug and brush 
Old Adam 


For whiskered guys Now loves the Knave Had ‘em 
We see Who scratch The King 
On women 


Is your husband 
Like Adam, madam? 
Burma-Shave 





have a new look. Faster traffic has 
led the company to expand the size 
from 40” x 12” to 40” x 18”. 


> Rising costs have dictated othe 
changes. Previously, the signs were 
changed each year with red and 
white signs during even years and 
yellow and black signs during odd 
years. The new sign program will 
include servicing every other year 
and a standard red and white colo 
scheme will be used. The majo: 
reason for two colors in the past was 
to emphasize that signs had been 
changed. However, with only bi- 
annual servicing, the company feels 


Fees ps 200 


3-p. 


Wn tt 


that paint will fade enough so that a 
fresh sign will be obviously new. 

Burma-Shave is also experiment- 
ing with a thinner pressed board as 
a possible replacement for the 1” 
boards now used. Several signs of 
the new material will be tested dur- 
ing 1953 


> While Allan Odell, who became 
president of the firm in 1948, wrote 
all of the original jingles, thousands, 
including many noted poets, now 
enter an annual contest for new 
sign jingles. Each year the contest 
draws about 50,000 jingles. About 3 
can be discarded immediately as fail- 


is old stuff’ with 





Getting the most out of three dimen- 
sions is General Outdoor’s business. This ence of the entire GOA organi- 
handsome sign uses channel letters with 
double fluorescent tubing for the top Call 
section, reverse channel with edgelite 


fluorescent tubing for the lower letters. 


»— 





General Ore: ee Lo 


Perera! AM Wg yy 


COA 


DANA CBD tycies, pur Sections ue 


vn 


Aare 


a fat Le 


Here is a design that gives in- 
dividual distinction to name 
and product, combines them to 
achieve Instant 3-D identifica- 
tion day and night! 

Why not let GOA spark your 
electrical and identification 
signs? Whether you need one 


sign or a thousand, the experi- 


zation is at your service. 

your near-by GOA 
branch office for full informa- 
tion, or write: 





~a 
N 





515 S. Loomis Street, Chicago 7, 


ing to meet the company’s standards. 
Company officials spend many hours 
poring over the others and then 
select about 90 for prizes. A top 
award of $1,000 is first prize; the 
next 15, $100. Only about 20 are 
actually used on signs. The com- 
pany’s files probably contain more 
jingles than any other single source 
in America. 

Of the jingles submitted, some are 
funny, some are corny Some are a 
little of each. These, according to 
president Odell, are the ones most 
likely to win a prize 

Once the jingles have been se- 
lected, they go to the company’s 
complete sign shop. Here silk screen 
stencils are prepared and the sign 
boards painted. Both pine and birch 
boards are used, with pine preferred. 
The company buys its lumber by the 
carload and in the past has always 
used new lumber. Now, with rising 
costs, old signs are returned to 
Minneapolis for reuss¢ 


> Meanwhile, field crews are busy 
arranging locations for the signs 
Company officials first select a par- 
ticular market area. Then a space 
buyer begins contacting farmers to 
arrange sign locations along heavily 
travelled highways. Most of the signs 
are placed on approaches to cities. 
In the country they are usually lo- 
cated every 10 miles 

The farmer receives from $5 to 
$25 annually and in return agrees 
to give Burma-Shave exclusive sign 
rights to the space and help the 
company maintain the signs. 

The signs suffer casualties from 
three major causes—cattle tipping 
them over, souvenir hunters and 
others placing signs between the 
Burma-Shave sets, which breaks the 
continuity. There are, of course, 
other sources of damage such as 
weather, vandalism, ete. 

When a sign needs replacement, 
the farmer notifies the company and 
they send him the proper sign board. 
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To encourage this kind of ceoper- 

publishes a 
organ, Burma 
Shavings, for its sign guardians. One 
of the features of the publication is 
an “honor roll” listing those who 
have helped the company maintain 
signs. A typical issue lists over 200 


ation, the company 
semi-annual house 


who have given assistance 


> After the space buyer has made 
the necessary arrangements and laid 
out the 
Burma-Shave sign crew is notified 


l 


location for the signs, a 


and comes along to erect the signs 
Because of the problem oft souvent 
hunters, the crew uses a special sign 
post with a counter-sunk bolt which 
s hard to remove without special 
Burma-Shave has six crews which 
nd about six months out 
ng signs Rac n cr 
e men—the space buye1 
ement men. Three of 
road 


retur! 


Don't lose your head 
To save a minute 
You might need it 
Your brains are in it! 
Burma-Shave 
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B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 


dealers . . . help you cash in on the 
pulling power of your national adver- 


PF DECALS 


art services 
consultations 
and estimates 


without obligation 


with 


» 


x 


ecals 


Please 
FREE BOOKLET 


samples of PF deca 


Wr. D. Cat, tne vr 


decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 


tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 


turning impulses into sales! 


- your last link between advertising and the sale! 


seng me your Dept 


DECAL-WAYS TO SALES! 


cae State 
zone state 


PALM, FECHTELER & co. 


220 WEST 42 


STREET, NEW 


YORK 18 @ 



















TIES IN ALL OTHER 
TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


COMPLETES SALES 
AT POINT OF SALE 


ING DISPLAY CO. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 
Producers of illuminated and non-illuminated types of signs 


Serving manufacturers of brand-name 
products from coast to coast. 


Representatives in principal cities 
CR CARCASS AMER ENE TS 








| Easy Way to 
| Stay on the Ball 


| Dozens of readers, and advertising 
agency executives in particular, have 


written us to the effect that Advertising 





Requirements is one book that enables 
them to stay on the ball. The president 


of one New York Agency, for exampk 





says “Advertising Requirements is help 

ing me to keep my staff up to date. | 

am requesting that all creative and pro 

duction personnel read it thoroughly.” 

. If you have any doubts about seeing 
every issue, we suggest you use the re 

ply card in the front of the book to 

|} enter your own personal subscription 


| at once. 
| 





Most Popular 


Burma-Shave's own favorite sign 
jingle was submitted by M. E. 
Sweeney of Buffalo, N. Y. !t reads: 

Within this vale 

Of toil & sin 
Your head 
Grows bald 
But not your chin 


the motorist into reading the whole 
set once he’s started. Trying to pass 
up the signs requires the same will 
power that it takes to eat just one 
peanut.” 

While there is no question that the 
signs are read by thousands of mo- 
torists, Mr. Odell insists that there 
is no safety hazard. “The motorist 
can read the short message, a few 
words at a time, at a glance without 
turning his head. To read the jingles 
at all, he must be driving at a safe 
speed or slow down,” he explains. 
One of the popular jingles took the 
same approach: 

If you dislike 

Big traffic fines 
Slow down 
"Till you 
Can read these signs 


> Many traffic safety experts have 
gone out of their way to praise 
Burma-Shave for the safety factor 
in its roadside advertising. The com- 
pany has also been lauded for the 
large number of signs that carry 
safety messages. Typical: 
Don't take 
A curve 
At 60 per 
We hate to lose 
A customer 


Past schoolhouses 
Take it slow 
Let the little 
Shavers 
Grow 


> Over the years, the company has 
had some unusual experiences be- 
cause of the signs. One set used a 
iew years ago carried the message: 
Rip a fender 
Off your car 
Mail it in 
Fora 
Half-Pound Jar 
Within a few months, the company 
actually received over 25 honest-to- 
goodness fenders through the mail 
and sent out the promised mer- 
( handise 
Another series said: 
Free! Free! 
A trip 
To Mars 
For 900 
Empty Jars 


Ue 


your prospects 
and customers 


MUL 





Once he’s seen his signature 
in 23K 


gold on one of our pocket 


appear on the spot 


memo-books, you'll find it 
easier to get his signature on 
an order to get his business 
on your books! Ask for his 
autograph. Lift the foil and 
there it is, his own signature 
in 23K gold! You make a last- 
ing impression and leave with 


his signature on the dotted line! 


Write for FREE sam pie s 


and further information. 





Or Da Tt 


493 C Street, Boston 10, Mass. 
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Some Are Rejected 


Many Burma-Shave 
motorists, but which 


jingles are 


My man 
Won't shave 


The wife of b 


Brushmug Za 
Sez Hazel Huz 
But | should worry 
Dora's does 
Burma-Shave Burma-Shave 
Listen, birds The other wo 
These signs cost In his life 


Said *‘Go ba 
And scratch 


Money 
So roost a while but 
Don't get funny Your wife 


Burma-Shave Burma-Shave 


A man from Albany, N. Y. wrote 
that he had collected 898 empty 
jars plus two full ones and wanted 
to know where to send them for his 
trip to Mars. President Odell 
“The Nation’s Fence 


thought this one over 


often 
Post 
and 


called 
P yet,” 
replied: 
If a trip 
To Mars 
You'd Earn, 
Remember, friend, 
There's no return 
There was no further request from 
Albany 44 


Auto Dealer's Plastic 
Signs Get ‘Metal’ Look 


All over the showrooms of leading 
car distributors, a new type of metal- 
sign gleamingly proclaims the 
make and type of various models 
It looks like 


. : 
metal, Nas the three- 


dimensional quality of metal, yet is 


light in weight, becauss 


Mir 
metallized acetate proauced by cS 
ig Products (New York) 
Col 


wherever emphasis is required. Signs 


metal but o-Brite 


yr is provided by silk screening 


can be drilled or die-cut to spec ial 


> 1 
shapes. By a special process of ther- 


nal embossing, the acetate 


is lormed 
} 
, 


to “pop up” emblems and logotypes 
while unusual background effects 
are obtained with sculptured realism 
A .010 gauge Mirro-Brite is used in 
gold and silver shades although other 
colors may be utilized. It is said that 
the automobile industry is the fi 


to use this new type of sig 


rl 


rst 
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received 


Bought twin beds 
Who can blame her 
Hubby needed 


that would undoubtedly tickle most 


for some reason, might offend others. Typical 


ristly If wifie shuns 


ymer Your fond embrace 
Don't shoot 

The iceman 

Feel your face 


Burma-Shave 


After 

4 drinks 

The British sing 
God shave 
The King! 


Burma-Shave 


man 


ck home 


Folder Shows Examples 
Of Photoplated Signs 


Seventeen examples ol photo- 
plated signs and displays are de- 
scribed and illustrated in a new 
folder published by Photoplating Co 
(Minneapolis). The colorful 
shows the varied 


animation and the variety of colors 


folder 
some of effects, 
possible with photoplated signs. On 
and off views of the signs are shown 

The folder the three dif- 
ferent types of signs and displays 
produced by the 


tom” signs, 


covers 
company: “phan- 
electric electric and 
counter signs, and hanging signs and 
product displays. Typical signs illus- 
trated are: a wooden plaque with a 
three-dimensional ale bottle and 
deep recessed frame for Ballantine's 
electric sign—ofl 


ale: a “phantom 


view shows a drab 


the 


basem«e nt, 
shows basement 
P ~ r iY 
aratex paints 
created Dy photopiating 
photograph directly 
pictured 1S a spe 
} } . 
ring display unit whic 


Thern 


: 13 
ructed to nola tnree 


Handy Decal Figures 


Decimal Equivalents 
A nal 


shows decimal equivalents in 
Mevercord 


} } 
decal 


idy time saving 
is being offe 
(Chicago) 


and 1s 


red by 
1. 

The 
designed 
1:4 ] 
side ruies, 
boards, desk 
easy 


red 


round 


and black 


AGENCY’S AND 
NATIONAL ACCOUNTS 
FOR HI WAY, CITY, STATE 
OR COAST TO COAST. 
PART OR FULL COVERAGE 
WRITE—WIRE—TODAY 


It's 





ALL-PURPOSE 
BOARD 


Note these features 


1. ALL STEEL 
CONSTRUCTION 


2. ENAMEL FINISH 
3. MODERN STYLING 


4. SIGN PANEL CHANGED 
IN TWO MINUTES 


It’s a 3in] board 
1. PROCESS 
2. PASTE 
3. PAINT 





Sold thru franchises 
FREE franchises 
open in all cities 
SNe. 
Write today for 
full details 


ser, 
Manufactured by 


COURTESY 


610 WHITE ST 
HOUSTON, TEXAS 
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ww Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 
available: 
ere 





Time and Cost Guide for 
ing TV Films 
by Lee Randon, 
February, 1953 25¢ 
102...The Public's Preferences In Cal- 
endars 
February, 1953 25¢ 
103... All of the People Some of the Time 
by Nicholas Samstag, 
March, 1953 25¢ 


104...Display Package Builds Sales for 


Produc 






Zymenol 

by Webster Kuswa, 

March, 1953 25¢ 
105...Let's Swap Ideas 

March, 1953 25¢ 


106...Need To Save Money? Why Not 
Try Cartoons in Your Advertising? 
by Sid Hix, 
March, 1953 25¢ 
107... Old Types Never Fade Away 
by Edward M. Diamant, 
March, 1953 25¢ 


108... The New Look in Advertising Spe 

cialties 

by William E. Coffman, 

March, 1953 25¢ 
109... Do's & Don'ts for Television Com 

mercials 

by Harry Wayne McMahan, 

March, 1953 25¢ 
110...55 Ulcer Reducers for Exhibitors 

April, 1953 25¢ 
111...RCA Builds Dealer Prestige 

May, 1953 25¢ 
112... Do's & Don'ts for Better Engravings 

June, 1953 25¢ 
113... Three Dimensional Business Movies 

Become a Reality 

June, 1953 25¢ 
114...How To Design Packages for Self 

Service 

by Frank Gianninoto 

May, 1953 25¢ 


115...How To Build A Press Kit 
by Phil Richman 
June, 1953 25¢ 


116...Gadgets & Gimmicks Help Sell 
Plymouths 
July, 1953 25¢ 


117... Everyone Gets In On The Act With 
Lady Stratford 
by Herbert Baker 
July, 1953 25¢ 
118 Unconscious Emotions Affect Im 
pulse Buying 
by Lea & Tek Osborn 
July, 1953 25¢ 


Reprints of editorial features are 
offered here as a special service to 
AR readers. Please send number and 
name of article with exact amount in 
coins, stamps, or check to: Reprint 
Editor, Advertising Requirements, 200 
East Illinois St., Chicago 11, Ill 


Sorry, we can't handle credit orders 
under $1. We'll be happy to bill you 
for larger sums. 
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« INSURANCE GROUP « 


IN CASE OF ACCIDENT 


CALL WESTERN UNION 


OPERATOR NO. 25 
FOR OUR NEAREST 
CLAIMS OFFICE 


First Aid. . . American Fore Insurance 
Group, a division of Continental Insurance 
Co., is providing its automobile policy- 
holders with a unique auto dashboard decal 
transfer. The decal directs driver or rescuer 
n case of accident to phone ‘Operator 25 
Western Union,’ for the address of the near 
est claim office. The decal was designed 
and produced by Meyercord Co. (Chicago) 


Streeter Designs New 
Reflective Sheeting 


An unusual new reflective sheet- 
ing that is low-cost, glareless, heat 
and dust resistant, and 
cleaned has been developed by 
Streeter Mfg. Corp. (Reseda, Cal.) 

Unlike reflectors that 
bounce light rays off in various di- 
rections, Luminite gathers light rays 
that strike from any angle and re- 
flects them back directly to their 
source. The rays can be reflected at 
distances up to a half mile. The in- 
tensified reflective power is caused 


easily 


mirror 


by microscopic sphered glass lenses 
permanently bound to a 
weatherproof backing. 

A new process that eliminates 
liquid activators, heat and _ othe 
special equipment was developed to 
produce Luminite. The _ reflective 
material is applied simply by dip- 
ping in water and placing directly on 
the mounting surface—cutting appli- 


strong, 


cation costs and time. 


} 
( leaned 


Luminite can be easily 
with either wet or dry cloth. It can 
utilize brilliant colors and Streeter 
reports that the brilliance outlasts 


ordinary paints 44 
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RCA VICTOR 
for audio-visual 
selling and 

sales promotion 


Want to /iold one-man sales 
meetings all over the country? 


Or teach new safety techniques 
to plant employees? 


Then you'll want to look into the 
big possibilities of slidefilm with the 
sound supplied by an RCA Victor 
custom recording! 

When you send an RCA Victor re- 
cording along with your slidefilm, 
you Anow you've got a perfect 
match of sound and sight. All 
screenings are exactly alike... get 
the same clear, clean, unmatched 
quality of RCA Victor sound. 
Technically and servicewise, you'll 
find RCA Victor leads the field in 
all phases of recording, processing 
and pressing for slidefilm. You get 
the full benefit of RCA Victor's ex 
tensive music library... careful 
handling and prompt delivery 

at a competitive price! 


} 


Check the ideas shown here, then 
get in touct slidefilm pro 
duce! 


Try these! 


Introducing & new electronic cor 
puter? A sound slidefilm keeps vo 
field service staff up on new instal 
lations and service techniques 
Product too big for your salesn 
to carry? A sound slidefilm can tak 


its place! 


Phone or write Dept. R-80 


New York 2 630 I \ 
JL’ pson s 

Chica N. I S 1) 
WH 

He wor 6N.S \ 
HOLLY 





“HIS MASTER'S VOICE 


Radio Corporation of America —=RCA Victor Divisi 
ee 


aq 


uxs@ 
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Author and Viewer Ss. W 


ndisina director 


selling products with 


5-D VIEWERS 


By S. W. Franklin bas 


Direct ( Ve 
Hudson Pulp & Paper ( 
Ne Y¢ 11r 
} 10) »;F 
E & P Cc Stereo-R 
‘ 
4 Sé D 
‘ 
1 t ( S W 


August, 1953 


AUDIO & VISUAL AIDS 








anaglyphs? scopes? 
bi-color spectacles? 


we make’em! 





. . \ 
| for 
4 { / 
ffects 
ice effe 
| 
Whatever you call’em 
Yes, we have the bi-colored spec- 
tacles you need —-in quantity 
for 3-dimensional printing — or 
movies, in red and blue or red 
and green, without eat pieces o1 
with. Call or write for samples, 


priees. Get fast action 


FREEDMAN CUT-OUTS 


34 Hubert St., N.Y. 13, N.Y. 
CAnal 6-2750 
Dept. AR8& 





with the new “3D” 
sensation from Hollywood! 
Get a Big Kick out of 
3-Dimensional pictures . . . 
We do the whole ; sD View 
| 
| 


ing glasses printed steres } t 
specia D photography 


Writ ’ D samt 


' BROWNIE MFG. CO., Dept. AR 
55 Frankfort St., N.Y. 38, N.Y. 








f 


3 D HEADQUARTERS | 
VIEWERS FOR 
: 3-D PRINTING 


INSTRUCTIONS INFORMATION 
WRITE FOR BROCHURE 


FREEDMAN DIE CUTTERS 


285 LAFAYETTE ST, N. Y. 12 
| PHONE WORTH 2-2116 I 
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man with a complete presentation 
costs approximately $35. This in- 
cludes the cost of an _ electrified 
viewer with self-contained batteries, 
35 slides, and a convenient small 
leatherette covered container into 
which the entire presentation fits. 

One of the reasons we were able 
to keep our costs this low was that 
stereo photography is relatively sim- 
ple, notwithstanding some opposing 
opinions, and all photographs for 
the presentations were taken by the 
writer and duplicated by Eastman 
Kodak. The original film used was 
Kodachrome, photographed with the 
Stereo-Realist camera, manufac- 
tured, as is the viewer, by David 
White Co. (Milwaukee). 

For identification and continuity, 
a key sentence concerning the de- 
scription of the picture, and a num- 
ber, was written on a space provided 
on the face of the slide. To provide 
each salesman with the essential 
and supplemental information upon 
which he could expand his sales 
story, a leader’s guide was prepared 
and furnished with each stereo kit. 
This has been effective in insuring 
that all the necessary information is 
presented while giving the salesman 
the opportunity to present the story 
in his own words. Still another ad- 
vantage of this type of presentation 
was the ease with which additions or 
changes could be made by merely 
substituting or rearranging the order 
of the slide presentation. 


>Salesmen get the greatest value in 
using this type of presentation when 
they are taught how to do so. They 
should be instructed to insert the 
first slide in the viewer, give the few 
required instructions to the buyer 
on how to adjust the focus and inter- 
ocular separation (which is done 
only once), then hand the viewer to 
the buyer with the viewing area in 
front. The opening key sentence, 
that sets the scene, should be used 
here. Then the buyer can see for 
himself. When interest in that par- 
ticular picture has waned, the buyer 
instinctively puts the viewer down 
and the salesman then amplifies the 
point regarding the scene. This tim- 
ing is important, for to talk while 
the scene is being viewed would 
mean only partial attention and par- 
tial reception to the sales message 

While there ar types of 
three dimensional viewers, I have 
found that which give the 


viewer several slides at one time do 


other 
those 


not fit our needs. Once a buyer has 
a viewer in his hand, he has the in- 
clination to go through an entire 
picture sequence as rapidly as pos- 
sible. With the single slide type of 


presentation, the salesman has con- 





trol of the interview and can properly 
space and time his sales presentation 

Not only are our customers de- 
lighted with this type of presenta- 
tion, but so are our salesmen who 
look forward to using this sales tool 
with great anticipation. It enables 
them to utilize their own personality, 
their own choice of words, and sim- 
ply provides them with the ammuni- 
tion for greater sales. 44 


Hollywood Firm Offers 
Film Library Service 


A new 16mm original, commercial 
Kodachrome color stock library has 
been established in Hollywood. The 
new library, Color Stock Library 
Inc., is reported to have a wide selec- 
tion of all kinds of subjects 

According to Larry Layos, presi- 
dent of Color Reproduction Co 
(Hollywood), the biggest single fea- 
ture of the new color stock library 
will be its ability to immediately 
answer any inquiry for footage in a 
matter of minutes. A carefully or- 
ganized system of cataloging and 
cross-indexing, makes this possible 

The service is available to industry, 
educational institutions, and televi- 
sion producers. Complete details are 
available from the company 


New Low-price Screen 
Produced by Radiant 


A special low-price, easy -to-set- 
up table and wall model projection 
screen is being produced by Radiant 
Mfg. Corp. (Chicago). Called the 
“Thrifty,” the new model is available 
in three 18” x 24”, 22” x 30” 
and 30” x 30’—which sell for $3.95, 
$4.95 and $5.95, respectively 


S1zZes 


The new screen can be easily set 
up in a few minutes. The projection 
surface needs only to be unrolled 
and supported by a single stretcher 
bar. This stretcher bar keeps _ the 
‘“‘Perma-white” processed fabric 
completely taut for good projection 
results. The screen base is designed 
to rest on a table or the screen may 


be hung on a wall 44 


RCA Introduces New 
Tape Recorder Unit 


A new portable tape recorder ha 
RCA Victor 


A dual-speed ma- 


been announced by 
(Camden, N. J.) 
chine with push-button controls, the 
new recorder will retail at $189.95 

The recorder is 14” x 12 
weighs 25 pounds 


9° 


2” . and 715” 


x 9” and 
It records at both 
per second and W 

handle reels up to 7 44 
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Preferred Sources for Services and Supplies 


e Advertisements im this section limi 
Se .- EE AES 





Advertising Specialties 


i FARTHER 
7 FABRIK-AD 


/ ” Adve ‘rlising 
my 
Specialties 


Hundreds of proven 
stimutotors 


low-cost 

made of cioth, felt, paper 
or plastic film to promote any 
produce or business 


type of 
Write for complete catalog 


FABRIKO Inc. = ives vax 


Green Lake, Wis. 





-~ .° BERN Se Zell 2 
Y a BUSINESS WITH 


Se SFRETCHING “OOLLAAS / 


[a = SpuT AtKICK* IN YOUR ADVERTISING 
- WITH THESE NOVEL RUGGER DOLL ARS~CAN 
WRITE BE IMPRINTED WITH YOUR SLOGAN, TRADE 
MARK OTHER CODY-ATTRACTS ATTENTION 
i FREE l« 


USED NATION-WIDE BY MANY DROMINENT 


aaa ADVERTISERS-SEND COPY FOR FREF ESTIMATE 
ana PR oF 
<2 Maden SALES CO. 


tee GOCE B6l MANHATTAN AVE + BROOKLYN 22°N 





Mailing Lists 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 

for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


Personalized Incentives 


Paintings on satin 


$. 
La FORET STUDIO 
Islip Terrace, N. ¥ 





___Sst & Enotegraphy _ 
FREE! $5, STRECHTYPE? 8x10" 


r$ 


STRECHTYPE" will precisely 
make sharp { y 

t} and art w “ 

€ slant, st 

specify. Th s 

“ x1".¢ 5 y 





ted to three inches 


PGR INR, Oe EY TT: 


SO TOOT ED Benn CA BWR OE 
Hh Ba eae Pay, i Saat Sees F tee 


Electrotyping 


Pett tee eset eee eee eee ee eee, 


Extra Fast 


Electrotype Service 


for National 
Accounts hi. 





the rest 






intained by any plant in 


years at the Toss 
inlimited air and 
we save you valu 


too. Send us a trial 


Electrotype Service 
ELECTROS + PLASTIC PLATES + MATS 
222 E. Ohio Street Box 1537 


Indianapolis 4, indiana 


Letter Shops 


“Just ask 
~~ for Marie” 


For quick pick-up of your copy. 
curate work, and prompt hoailila: 
We specialize in the following: 


MULTIGRAPHING 
Fill-in on Multigraphed letters 
Addressing — Mailing 
[he Letter Shop, Inc. 
431 S. Dearborn St. «+ 








Chicago, Ill. 
WAbash 2-8655 | 





Photo-Reporting 
PHOTO-REPORTS 


oo PRODUCT APPLICATIONS 
nwide orgonization of 500 capable 
n-le cain aa = ici iad va ease 


tising, editorial andr n oses 


more infermetion write or phone 


SICKLES PHOTO- a ‘SERVICE 


Pork Place, Nework 2 


Audio and Visual Aids 


Television commercials $175.00 per minute 
Complete Sound on Film 16 mm — 
35 mm Live Action — Art Cards 
Dissolves Fully Equipped Studio Now 
accepting orders for delivery in two week 


COMMERCE PICTURES 


525 Poydras Street New Orleans 





et pic gages BE, 













oe 
Ee eee ms 


Displays 


free consultation 


on P.O.P. problems 
BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 

ond fabricator of 


plays of wood, plastic 











meto alas umination 


motion. For dealer helps (in 
quontity) thot really heip 


‘CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST.. N.Y. 19 
CO 5-5621 










terat 









motion or 


P-O-P Signs & Displays 


MIRRO-PRODUCTS COMPANY 
CLA iC tL 





Hamderre 
Cheesede'ee 

Hot Bor 

Bar -Be-Cor “) 
Bares oe) 


steak Sandwich 30°) ggy-CARBORATED 


LOW-COST PERMANENT MENU BOARD 





Photo Processing 








SAME DAY SERVICE! ! 
FREE COPY NEGATIVES! ! 
Printed LOW COST Reverse Side 


8x10 GLOSSY PHOTOS 

25—$5, 100—$10, IM—$75 
Post Cards: IM—$30, 4M—$99 

GLOSSY COLOR CARDS 


Post Cards: 3M, 3c ea., 9M, 2c ea. 
7x11 Cards: 3M, 8cea.,9M, 6cea. 


MOUNTED PHOTO DISPLAYS 
16x20—$2, 30x40—$3.85, 
40x60—$7.50 


“MR. DAVID'’— Cl. 7-7610 
165 W. 46 St., N.Y. 19, N.Y. List 


Typographers 


wer ee eee eee 


CO Foreign Language Division of 
Typesetting in English > 7 

and over 600 0 ' 

Languages and Dialects 2 = 

“4 
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Ad-Color Photo Corp. . 





Letter Shop, Inc., The 





AS ee 79 Maher Printing Company, John ~ § 





































Belford Co., Inc..... 47 Major Photo Co. 22 
Brownie Mfg. Co......... . 78 Mastercraft Associates, Inc. 59 
; 68 
Collins, Miller & Hutchings, Inc. 36 Meyercord Co., The 
i i h 74 
Commerce Pictures ...... 79 Minute Men Une, The 
irro-P 79 
Copeland Displays, Inc... 79 Wiere-Products Company 
Modern Sales Co. 79 
Courtesy ....... 75 
Monsen-Chicago 61 
NG oko ncaes coe 79 
Nashua C ti 6 
Durable Rubber Products Co. 68 —— 
Nelson Associates Inc 69 
Einson-Freeman Co., Inc 66-67 Noble Associates, Thomas B 21 
Electrotype Service 79 
Ohio Advertising Display Co 74 
Fabriko Inc. 79 
Palm, Fechteler & Co. 73 
Fototype . 62 
Partridge & Anderson Compan 10 
Freedman Cut-Outs 78 9 pony 
5 Pontiac Engraving and Electrotype Co. 8 
Freedman Die Cutters 78 
Port Studios 22 
Garden City Envelope Co. 31 
Radiant Color Co. 34 
Gaw-0'Hara Envelope Co. 32 
a Rapid Copy Service, Inc 23 
General Outdoor Advertising Co 72 
f RCA Victor Custom Record Sales 43, 76 
Gilcar Corporation 62 
f ; Reilly Electrotype Company Back Cover 
Graphic Arts Corporation of Ohio 6 
Rogers Engraving Company 7 
Hamilton & Sons, Inc., W. C. 2 Rupert, Wm. F 79 
Heinn Company, The 9 
Sander Engraving Co., Inc. 2) 
Hinde & Dauch 27 
Service Bindery Co., Inc 49 
Intaglio Service Corporation 1 Shopping News Press 32 
International Color Gravure, Inc. 4 Sickles Photo-Reporting Service 79 
Intertype Corporation Inside Front Cover Sloves Mechanical Binding Co., Inc 46 
Ivel Corporation 59 Spot-Lite Studios Co. 22 
Jahn & Ollier Engraving Company 39 Spotswood Specialty Co., Inc 42 











Kier Photo Service 22 Texlite, Inc. 


Inside Back Cover 








King T hic Service Corp. 79 
a a ee Wagners Printers 47 


Walk, Jay P 62 


Kubin-Nicholson 46 









La Foret Studio 79 


39 


Warren Company, S. D. 35 





Lake Shore Electrotype Co. Warwick Typographers, Inc 63 
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Coming Conventions 


JULY 


30-Aug.1 Educational Film Library Assn— 


AUGUST 


17-21 


Hotel Sherman—Chicago 


Photographers Assn of America 
Conrad Hilton—Chicago 


29-Sept.3 Advertising Specialty Institute, 


advertising specialty show—La- 
Salle Hote ~hicago 


SEPTEMBER 


13-16 


International Printer’s Supply 
Salesman Guild annual con- 
vention — Hotel Adolphus 
Dallas 


Outdoor Advertising Assn of 
America, 56th annual conven- 
tion—Shamrock Hotel—Houston 


Assn of Nat’l Advertisers, annual 
meeting—-Drake Hotel—Chicago 


Mail Advertising Service Assn 
Hotel Statler—Detroit 


30-Oct.2 Direct Mail Advertising Assn 


Hotel Statler—Detroit 


OCTOBER 

4-8 Advertising Specialty Nat'l Assn 
Palmer House—Chicago 

4-10 Produce Prepackaging Assn—3rd 


annual exposition- 
ot 


Chase Hotel 


Louis 


5-6 Inland Daily Press Assn, annual 
meeting LaSalle Hotel Chi- 
cago 

5-8 Printing Industry of America con- 
vention—Shoreham Hotel 
Washington, D.C 

11-14 Am Photoengravers Assn — Hotel 
Statler—Boston 

19-20 Boston Conference on Distribu- 
tion, 25th anniwersary meeting 
Hotel Statler—Boston 

19-20 Agricultural Publishers Assn—an- 
nual meeting—Chicago Athletic 
Club 

23-25 Midwest Intercity Conference of 
Women's Advertising Clubs of 
the Advertising Federation of 
America—Edgewater Beach Ho- 
tel—Chicago 

26-29 Engineering Conference, Techn 
cal Assn of Pulp & Paper Ind 

Mt. Royal Hotel, Montreal 

NOVEMBER 

1-4 Screen Process Printing Assn 
Int'l—Hotel Statler—New York 

5-7 Southern Newspaper Publishers 
Assn—annual meeting—Boca 
Raton Hotel—Boca Raton, Fla 

30-Dec. 2 Int'l Assn. of Fairs & Expositions 

Hotel Sherman—Chicago 
DECEMBER 
3-4 Nat'l Assn of Exhibit Manager 
nual meeting Chicago 
) “8 
y . 
lye 
ra 
= 
a> 


‘At last | got the fish display set up . 


Let's shoot it quick before it spoils.’ 


Advertising Requirements 
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801 /Circle on Readers’ Service card 
How to Increase the Effectiveness of Tele- 
vision Commercials 

..-48-page manual containing results of 
tests conducted by the Schwerin Research 


Corp. (Page 51) 
802/Circle on Readers’ Service card 
More for Your Printing 


Dollar 
... informative 42-page book with 14 chap- 
ters of printing helps. (Page 34) 


803/Circle on Readers’ Service card 
Three-dimensional Symbols for Flannel 


. details on product exhibited at Sales 
Equipment Fair by L. A. Whitney Dis- 
plays. (Page 58) 


804/Circle on Readers’ Service card 

Friction Board Kit 

.«- details on product exhibited at Sales 

Equipment Fair by J. P. Grady Associates. 
(Page 58) 


805 /Circle on Readers’ Service card 

Low-cost Color Prints and co yo 
. details on Cineque Colorfilm Labora- 

tories’ products exhibited at Sales Equip- 

ment Fair. (Page 58) 


806 /Circle on Readers’ Service card 

Exhibit Truck for Traveling Shows 

...- details on product of Gardner Display 

exhibited at Sales Equipment Fair. 
(Page 58) 


807 /Circle on Readers’ Service card 
Soundview 


Projection 
... details on product exhibited at Sales 
Equipment Fair by Automatic Projector 
Corp. (Page 58) 


808 /Circle on Readers’ Service card 
Modular 


... details on products by Strauss Dis- 
plays exhibited at Sales Equipment Fair. 
(Page 58) 


809 /Circle on Readers’ Service card 

Flexowriter Automatic Typewriters 
. details on product exhibited at Sales 
Equipment Fair by Commercial Controls 
(Page 58) 


810/Circle on Readers’ Service card 

Throwaway Ball-Point Pens 

.. details on product exhibited at Sales 

Equipment Fair by Autopoint Co. 
(Page 58) 


811/Circle on Readers’ Service card 
Ball-point Pens and “Showcase” Lighters 
.. details on products exhibited at Sales 
Equipment Fair by Ritepoint Co. 
(Page 58) 


812/Circle on Readers’ Service card 
Model 220 Spirit Duplicator 
... details on product exhibited at Sales 
Equipment Fair by A. B. Dick Co. 

(Page 58) 


813/Circle on Readers’ Service card 
Port-A-View Slide Projector 

... details on product exhibited at Sales 
Equipment Fair by FR Corp. (Page 58) 


> 


Use these return cards 
for publications 






ar Addwertising |; ke 


Requirements 







814/Circle on Readers’ Service card 
Prize Catalog 

- catalog listing 1,500 incentive prizes 
available through Cappel, MacDonald & 


(Page 58) 


815 /Circle on Readers’ Service card 

py capeigge cada nm ob ange 
- details on service arranged by Carr 

Speirs Corp. exhibited at Sales Equipment 

Fair. (Page 58) 


816 /Circle on Readers’ Service card 
Veriiax Copying for Every Office 

.-- illustrated folder explaining uses of 
Verifax Printer. (Page 20) 


817/Circle on Readers’ Service card 
One Picture Is Worth More Then 10,000 
Words 

...handy folder listing prices and sizes 
of quantity photographs. (Page 20) 


818/Circle on Readers’ Service card 
Colorstat 


+. ®amples and details of full-color photo- 
static reproduction process. (Page 20) 


819/Circle on Readers’ Service card 
The Surprint Guide 
.-- helpful guide for checking 


screen on 
engravings. (Page 21) 
























813 814 815 816 817 818 
819 820 821 822 823 824 
825 826 827 828 829 830 
831 832 823 834 835 836 
837 838 839 840 841 842 
843 844 845 846 847 848 
9 























Postage 
Will be Paid 
by 
Addressee 


* Send for these helpful selling tools 
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820/Circle on Readers’ Service card 
New Invisible Arcolite Sprey 

...folder describing free trial offer of 
clear plastic coating for artwork protec- 
tion, (Page 21) 


821 /Circle on Readers’ Service card 
Graphic Arts Labels 


-.. samples of handy labels for protection 
of artwork. (Page 21) 


822 /Circle on Readers’ Service card 
Hundreds of Uses for Ozalid 
.- handy brochure describing translucent 
paper and Ozalid copying process. 
(Page 23) 


823/Circle on Readers’ Service card 


Advertising 
+++ portfolio of line drawings and cartoon 
strips for advertising purposes. (Page 23) 


824/Circle on Readers’ Service card 
How To Use Holiday Corrugated Boxes 
... handy booklet discussing specially de- 
signed corrugated boxes. (Page 28) 


825 /Circle on Readers’ Service card 
Custom-made 


Labels 
-. Samples of embossed labels, seals and 
tags. (Page 28) 








COMPANY 


PRODUCTS SOLD 













ADDRESS 


CITY & ZONE 








not serviced beyond Nov. 15, 









BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


* Note inquiries for items listed 


<é 
RITE E 4 


*® Please print or type information below 


1953 














BtereheR Guar saleray c 


826 /Circle on Readers’ 
Cellophane 


Service card 
and Uses Chart 
- handy chart of 41 different 
gauges of Sylvania cellophane. (Pa 


and 
ge 28) 


827 /Circle on Readers’ Service card 


The Postmark 
.. external house organ of Garden City 
Envelope Co. (Page 35) 


828/Circle on Readers’ Service card 
Ben Day Chart 

.. handy 13” x 17%" wall chart of Ben 
Day tints. (Page 39) 


829/Circle on Readers’ Service card 
Acme’s Four Steps to Better Gravure Serv- 
ice 


... full-color brochure showing four major 
steps in production of gravure materials. 
(Page 39) 


830/Circle on Readers’ Service card 


.. Quide describing the seven basic fac- 
tors to be considered in planning artwork 
for rubber plate printing. (Page 39) 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicago, Il. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 


Chicago 11, Ill. 











831 /Circle on Readers’ Service card 
Norben Premium Catalog 

-.- Colorful folders describing serving 
trays and tumblers offered as premiums. 
(Page 44) 


832/Circle on Readers’ Service card 
A — “Premium Package” for More 
- folder listing services and premium 


handling operations by Coupon Service 
Corp. (Page 44) 


833 /Circle on Readers’ Service card 
Facts About the Printing Industry 

.. booklet containing historical facts on 
printing and printing people. (Page 48) 


Setiase on Readers’ Service card 
Offset Lithographic Ideas by RCS 
- portfolio packed with offset printed 
material from black & white to full-color 
work. (Page 48) 


835/Circle on Readers’ Service card 
GraphiKit Takes the Guesswork Out of 
Presswork 


.. leaflet describing handy chemical kit 
for users of offset duplicators. 


(Page 48) 
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* Please print or type information below 


Please send me the following: NAME 
801 802 803 804 805 806 aie 
807 808 809 810 811 812 

813 814 815 816 817 818 COMPANY 





819 820 821 822 823 824 




















PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Nov. 15, 1953 i 


836 /Circle on Readers’ Service card 
Collotype, The 


ess 

--. folder discusses history, techniques, 
uses and cost factors of print- 
ing process. (Page 49) 


837 /Circle on Readers’ Service card 
28 Ways to Increase Your Sales with Low. 
Low Cost Yorkolor Process 

. colorful folder describing uses of color 
in advertising. (Page 49) 


838/Circle on Readers’ Service card 
A Report To Exhibitors 

.. series of graphs present study of who 
buys what in industry. (Page 59) 


839/Circle on Readers’ Service card 
Capextra 


.- external house organ offers informa- 
tion on the use of pre-fabricated exhibit 


units. (Page 59) 
840/Circle oo ie Readers’ Service card 
Prest-O-Print Photo Composition At Its Best 


. brochure describes features of photo 
composing machine. (Page 63) 


841 /Circle on Readers’ Service card 

Advertising Design 

... attractive booklet covering background 

and curriculum offered by Pratt Institute. 
(Page 63) 


842/Circle on Readers’ Service card 
How To Light & Animate Point-of-Purchase 


Displays 
.. leaflet describing various motion units 
for POP advertising. (Page 68) 


843/Circle on Readers’ Service card 

Good News for Point of Sales Advertisers 
- Specimen sheet catalog lists prices of 

adhesive strips. (Page 69) 


844/Circle on Readers’ Service card 
More Effective Advertising 


Per $ with 
Topllight Tape 
. folder describing a variety of adhesive 
materials for advertising purposes 
(Page 69) 


845 /Circle on Readers’ Service card 
Signs of the Time by Beeco Create Im- 
pulsive 


Buying 
.. brochure listing 15 examples of glass 
and mirror signs. (Page 70) 


846 /Circle on Readers’ Service card 
Merchandise Presentation 

. W. L. Stensgaard & Associates house 
organ which demonstrates a variety of 
solutions to display problems. (Page 70) 


847/Circle on Readers’ Service card 
Photoplated Point-of-Sale Signs and Dis- 


. folder presenting 17 examples of pho 
toplated signs and displays. (Page 75) 


848/Circle on Readers’ Service card 
Decimal 


Computer 
... decal showing decimal equivalents in 
64ths. (Page 75) 


849/Circle on Readers’ Service card 
Coler Stock Library 

. details on l6mm commercial Koda- 
chrome service. (Page 78) 
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for publications 
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QUANTITY sign orders for National firms! 
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General Offices: 3305 Manor Way, Dallas, Texas SIGNS YOU SEE EVERYWHERE, Texlite-produced by the 
Branch Offices: Chicago, Denver, Detroit, Houston, Tulsa hundreds... beautiful, durable and economical! 
New York, N. Y 


MANUFACTURERS OF QUALITY PORCELAIN ENAMEL and PLASTICS FOR THE SIGN and BUILDING INDUSTRIES 
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FRIENDS / 


Today, every intelligent advertiser is looking ented Duramatrix, assures you the finest black 
for ways to make his advertising dollars more and white newspaper reproduction you can ob- 
effective. tain. And in R.O.P. color, our Bista Pre- 


. ; Madeready Mats are so ingeniously custom 
Iwo ads of equal size and space cost may 


ia built with skilled letterpress techniques that 
vary greatly in sales effectiveness—due to var- 


aoa ; ; the resulting reproduction has set a new stand- 
lations in the quality of reproduction. Yet the 


f° . - . ard of sharpness and clarity in R.O.P. color. 
cost of really five reproduction ts just a few 


pennies more than a very ordinary job. Yes, a few extra pennies can help your ad- 





; vertising dollars buy more sales. 
For example, the few extra pennies invested ' 


in a Reilly Plastictype, molded from our pat- You can re/y on it at Reilly. 


You can Really Rely on R t : i| Electrotype 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicaao Michigan Electrotype, Detroit; New Haven Electrotype New Haven Reilly Plastictype Los Angeles The Wrigley Company, Atlanta 
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